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e SHOP TRAINING 
e PERSONNEL WORK 
e EMPLOYEE PARTIES 


e SAFETY CAMPAIGNS 


VICTORS TRIUMPH GO 


16mm Sound Motion Picture Projector for 


and 





Almost everywhere in modern industry, you'll find Victor's 
versatile Triumph 60 as the “Jack of all Trades.” This sturdy, 


easily operated 16mm Sound Motion Picture Projector works 


industriously for you and with you in training new employees... 


educating your staff in modern manufacturing processes... 
and works overtime in providing perfect entertainment for 
employee parties and banquets. 

Whatever your problems, you'll find the Triumph 60 your 
“first assistant.’’ Thousands of technical and safety films are 
available. Ask your nearest Victor dealer for a demonstration 
or write for Victor’s new industrial folder. 

And ... for your own sales films . . . see the new, portable 
VICTOR LITE-WEIGHT—the selling tool without parallel. 


hitor. Sutinilogrifph Cupra 


A DIVISION OF CURTISS-WRIGHT CORPORATION 
Dept. Q-6, Home Office and Factory: Davenport, lowa 
New York e Chicago e Distributors Throughout the World 
MAKERS OF MOVIE EQUIPMENT SINCE 1910 


TRIUMPH IN TRAINING 
ENTERTAINING EMPLOYEES 
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AMONG MANY CLIENTS SERVED REPEATEDLY BY CARAVEL: 


American Bible Society... American Can Company... American Telephone and Telegraph 
Company... Associated Merchandising Corporation ... Black & Decker Manufacturing Co. 
..- Godfrey L. Cabot, Inc. ... Ethyl Corporation ... The B. F. Goodrich Company... Kenwood 
Mills... Mohawk Carpet Company...National Lead Company... Pepsi-Cola Company...The 
Pure Oil Company...Socony-Vacuum Oil Company, Inc....United States Rubber Company 


WH Y- , 


THEY COME BACK TO 


CARAVEL 





It is more than a coincidence that so all times, and sticklers for detail. Of 


many of our clients return to us again equal importance, they never lost in- 











and again ...and we like to believe terestin ourcomplicated problemsand 


that the reasons are somewhat crystal- put considerably more time and effort 


lized in the following statements—the first by a _—in our production than their contract called for.” 
large merchandising organization, the second by 


“Able craftsmanship was expected. But to have 


a great public utility, both of them specialists in received, in addition, such friendly, patient un- 


top-flight service. derstanding all along a difficult trail was a new 


“We found them to be extremely cooperative at and delightful experience for us all.” 


When thousands, even millions of people, are the final judge, is it prudent 
to compromise with quality ? After all, the TRUE yardstick is RESULTS. 


CARAVEL FILMS 


INCORPORATED 


New York + 730 Fifth Avenue * Tel. Circle 7-6111 
Detroit * 3010 Book Tower * Tel. Cadillac 6617 
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RAMSEY PICTURES 
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Mite e/ Ca C04 CORPORETION 


666 WEST HARVARD STREET « GLENDALE 4, CALIFORNIA + CABLE ADDRESS: “MITCAMCO”" 
EASTERN REPRESENTATIVE: THEODORE ALTMAN®> 521 FIFTH AVENUE + NEW YORK CITY 17 + MURRAY HILL 2-7038 





85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 
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THOUSANDS SLEEP COMFORTABLY Under lightweight, heat-regu- 
lating SIMMONS electronic blankets because they couldn’t re- 


sist retail clerks’ sales talks. The clerks know the $64 answers 
because Simmons salesmen have made the highly technical story 
simple as ABC . . . with sound films. Simmons salesmen showed 
their films frequently and effectively because their projectors 
were easy-to-use B&H Filmosounds which they knew would de 
liver a theater-quality presentation every time. 











LUNCH DOESN'T REQUIRE AN HOUR, 5° employees of Southwest 
Machinery Co., Oklahoma distributors of CATERPILLAR 


equipment, spend part of many noon hours in the company’s 
50-seat theater, enjoying comedies, sports reels, travelogs, and 
Caterpillar sales films. Salesmen, servicemen, and prospective 
customers see Caterpillar films in the same theater. Thus both 
HT the theater and the Filmosound projector serve several purposes, 
any one of which would justify the investment. 





We don’t make or sell business films, but we do 
offer the finest 16mm sound film projector that 
41 years of specialized experience can produce 
for presenting your films. It’s the... 


eo 


Bell « Howell 


NUMBER 1 + VOLUME 9 * 1948 




















WHEN OLD DOBBIN POWERED OUR VEHICLES, traffic accidents 
were so rare as to be of slight concern to producers and vendors of 


“fuel” for horses. But today’s motorists recognize today’s 
dangers, and are grateful for advice on how to stay alive. General 
Petroleum Corporation and MOBILGAS dealers earn that grati- 
tude by exhibiting the 16mm sound film, ‘““That They May Live.” 
Finest reproduction of pictures and sound is assured by the firm’s 
B&H Filmosound projectors. 
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PESTS STOP PESTERING PEOPLE Who see the SHERWIN. 
WILLIAMS movie, “‘Doomsday for Pests,’ because wherever 


this film is shown, S-W Pestroy sales skyrocket, and wherever 
Pestroy is sprayed, bugs give up the ghost. The Sherwin-Williams 
Co., which buys as intelligently as it sells, made stiff comparative 
tests, then ordered a large battery of Filmosounds to assure the 
finest reproduction of this and other fine sales films. 


YOUR BUSINESS IS DIFFERENT, but the odds are 10 to 1 you, too, 
have a job which sound motion pictures could do better, faster, 


more economically, more profitably. Near you are experienced, 
capable commercial film producers who will gladly study your 
needs and make recommendations—without obligating you. 
Write us for their names. BELL & HOWELL COMPANY, 7108 
McCormick Road, Chicago 45. Branches in New York, Holly- 
wood, Washington, D.C., and London. 








































filmstrip and 2” x 2 
Consult your dealer or write direct for full 


S.V. E. 
PROJECTORS 


To assure sharp, brilliant projection, manu- 
facturers of leading sound slidefilm units use 
S.V.E. projectors exclusively. 5.V.E. pro- 
jectors are preferred for their sturdiness, 
dependability, and ease of operation. 


S.V.E. is the only company that manufac- 
tures a complete line of 100 to 300 watt pro- 
jectors to meet any single- or double-frame 


2” slide requirements. 


information. Address Dept. H239 


























Typical 
FV.E. Users 
+ Westinghouse 
* General Motors 
* Goodrich 
* Goodyear : 
* Firestone 
* General Electric 
* National Cash Register 
« Minneapolis-Honeywell 
* Caterpillar Tractor 
+ Swift & Co. 
* Armour 


100 East Ohio Street 


















SOCIETY FOR VISUAL EDUCATION, INC. 
A Business Corporation 


Chicago 11, Ill. 
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NAVED Will Hold 1948 
Convention August 8-11 | 


* The 1948 Convention and 
Trade Show of the National 
Association of Visual Education 
Dealers will be held August 8 
through 11 at the Hotel Sherman, 
Chicago. An important new fea- 
ture of the 1948 event is the invi- 





tation extended to audio-visual 
consumers in all fields — educa- 
tional, church, and business — to 
attend convention sessions. 

In announcing the features 
planned for the consumers’ bene- 
fit, Ernie Ryan, chairman of the 
convention committee, stated that 
“Navep’s decision to open the 
convention to audio-visual con- 
sumers results from suggestions 
made by educators who have at- 
tended our past conventions.” 

“The idea is,” said Ryan, “that 
the audio-visual field will benefit 
from one big annual meeting, 
with a national trade show where 
all the various groups in the field 
will get together for separate and 
joint meetings. 

Features of the Convention will 
include a large air-conditioned 
Preview Theatre, seating 200 per- 
sons, where a continuous program 
of more than 150 new educational 
and informational films will be 
shown on arc projection equip- 
ment, It is expected that the single 
large theatre will insure better 
projection, and take care of larger 
crowds, than the three small pre- 
view rooms introduced last year. 

The Navep Trade Show will, as 
always, be the center of interest. 
More than 95 exhibition booths 
will present all types of film, slide, 
strip, and opaque projection 
equipment; educational and en- 
tertainment films; recorders, re- 
producers, and other items of 
sound equipment; and many new 
and useful items, Consumers pres- 
ent at the show will have the 
opportunity to examine all these, 
and any orders can be _ placed 
through the local dealers who will 
also be present. 

Those wishing to be included 
on the mailing list for further 
information about the 1948 Con- 
vention and Trade Show are in- 
vited to write NAvep headquarters 
at 431 S. Dearborn St., Chicago 4. 








| Bell & Howell Net Sales 
| Over 18 Million in 1947 | 
=_—- ee 
* During 1947, Bell & Howell 
Company, Chicago, chalked up 
more than $18,000,000 net sales— 
a record peace-time high. In mak- 
ing the announcement at the first 
1948 meeting of the BkKH Board 
of Directors, J]. H. McNabb, presi- 
dent of the corporation, added 
that sales for the month of De- 
cember alone exceeded $2,000,000, 
setting another record for monthly 
sales volume, 








The Company anticipates con- 
tinuance of heavy demand for 
its products. McNabb indicated 
that production and sales budgets 
approved for the current year are 
the highest in the corporation's 
history, and that previously an- 
nounced long range expansion 
plans for increasing plant and 
production facilities were receiv- 
ing further development. He re- 
vealed that Company earnings are 
continuing at the record levels 
established in the first three quar- 
ters of 1947, as reported on Sep- 
tember 30 of that year. Earnings 
for the first nine months were 
then estimated at $1,755,742 after 
Federal taxes—equivalent to $3.60 
per share on Common Stock. Div- 
idends paid on Common Stock 
during the fiscal year 1947 totaled 
$1.25 per share. 


New Propucts ARE MARKETED 

Most important factor account- 
ing for the increased sales was the 
Company's success in overcoming 
the 1946 shortage of materials and 
parts, Another reason was the 
exceptionally high demand for 
cameras and projectors by the 
home film-maker. Nearly 50°; of 
Bell & Howell 1947 sales went to 
the amateur field. Quick to recog- 
nize this important segment of 
its market, the manufacturers in- 
troduced during the year, a new 
16mm camera for the advanced 
amateur, as well as a new 8mm 
projector, and a new 8mm maga- 
zine loading camera. 

Also occupying an extremely 
important spot in the company’s 
manufacturing schedules for both 
1947 and 1948 are 16mm sound 
projectors for use in churches, 
schools, and industry. 





Issue One, Volume Nine of Business Screen Magazine. Published February, 1948. 
Issued 8 times annually at six-week intervals at 812 N. Dearborn St., Chicago, by 
Business Screen Magazines, Inc. Phone WHItehall 6807-8. O. H. Coelln, Jr., Editor 
and Publisher. In New York: Robert Seymour, Jr., 501 W. 113th Street. Phone 
UNiversity 4-6670. In Los Angeles: Edmund Kerr, 3418 Gardenside Lane. Subscrip- 
tion $3.00 (domestic); $4.00 foreign. Entered as second-class matter May 2, 1946 at 
the post office at Chicago, Illinois, under Act of March 3, 1879. Entire contents 


copyright 1947. 


Trademark registered U.S. Patent Office. 


BUSINESS SCREEN MAGAZINE 











verybody is busy. January, first month of 1948 
seems to presage another year of prosperity in trade 
and in industry. True, it is an election year when 
business is supposed to be somewhat timid, hesitant to 
plan ahead, and when the consumer, also apprehensive, 
holds on to his dollars. But business continues build- 
ing, and the customer is still buying goods to enhance 


his happiness and well-being. 


We of Wilding have always believed and we still 


believe it’s a mistake in any year and in any situation 
to sell America short. In this country we have 
resources, human and natural, that are unmatched 
on this earth. 


Despite croaking prophets of impending doom, we still 
have unshakable faith in the American people. We 
have faith in their capacity for hard work, for great 
dreams and for the ultimate achievement of whatever 


they undertake in peace no less than in war. 


Creators and Producers 
of Sound Motion Pictures 


for Commercial, Educational 


and Television Application 
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Wilding Picture Productions, Ine. 
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Are You Our Client? 











8mm. Silent 
Projector 


Ampro 
“*Imperial”’ 
16mm. Silent 
Projector 


Amprosound Model “AA” 16mm. 
High Intensity ARC Projector 


THE 








| Precision Projectors ||! 
\of professional quality 4 
| 
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The name ‘““AMPRO” on any projector is your assurance of efficient 





























operation... simplified, convenient controls... rugged construction 
..and long, satisfactory service. 


Proof of this is in the remarkable performance record established 


by Ampro projectors during the past two decades in leading school 


systems, universities, top industrial concerns, churches, many branches 

of government service and in private homes all over the world. 
The Ampro organization has the production and engineering fa- 

cilities plus the practical experience to make some of the world’s finest 

precision projectors. Before deciding on any projector—for any pur- 

pose—be sure to find out what Ampro has to offer you. 

Ampro projectors are distributed 

through better photographic and 

department stores. Write for the 

name of your nearest Ampro 

dealer—and for full details on the 

Ampro Projectors in which you 

are interested. 


AMPRO CORPORATION 


2835 N. Western Ave., Chicago 13, ill. 
A General Precision Equipment Corporation Subsidiary 





























Your Film 
Distribution 
NEEDS 


Specially served by 
A Nattonnide Network 
of fomm Film Exchanges 


Whether your film is cre- 

ated to show to audiences 

within your trade or in- 
dustry or to consumers, the nation- 
wide network of Modern 16mm 
film exchanges provides the most 
dependable and efficient distribu- 
tion system. 

26 exchanges, strategically lo- 
cated throughout the country, ar- 
range bookings, provide advance 
notices, keep showing dates, 
handle and service all prints, and 
render accurate reports. If re- 
quired, projection equipment and 
experienced operators can be furn- 
ished. Modern Talking Picture 
Service gets film results. 


Now Serving These Typical 
National Trade Groups: 


American Iron and Steel Institute 
Sugar Research Foundation 
Association of Stock Exchange Firms 
Council on Candy of the National 
Confectioners Assn. 

National Cotton Council 
American Gas Association 
National Vitamin Foundation 
California Prune and Apricot Growers Assn. 
American Plant Food Council 
Brand Names Research Foundation, Inc. 
National Board of Fire Underwriters 
Institute of Makers of Explosives 
Associated Serum Producers 
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MODERN TALKING 
PICTURE SERVICE, wc 


9 ROCKEFELLER PLAZA - NEW YORK, N. Y. 
142 EAST ONTARIO STREET . CHICAGO, |! 








Trade Groups Increase Use of Films 


by Minita Wescott, President, American Trade Association Executives 


ECEN' 
l rade 
that trade associations have taken an 


SURVEYS by the 


Association 


American 
Executives show 
initiative in the production of business films 
of many types, The associations’ interests 
have been educational, sales promotional and 
training, among other kinds, 

Since these are some of the primary concerns 
of the business film, it may be interesting to 
review a few of the aspects of the business 
film as they apply to the trade association, 

For exampie, a few ol the subjects covered 
in trade association film presentations include: 

1. Safety 

2. Annual Reports 

3. Sales promotion programs 

1. Obtainir 


new members for the associa 


1g 

>. Retailing techniques 

6. ‘Training films 

7. Real Estate promotion 

8. Production problems 

%. Accident prevention 

Many of these productions are of special 
value to schools, civic and community organi 
zations and similar groups, As such, the films 
have a rather special public relations value. 
Trade association sponsored films may occa 
sionally be rented on a per showing basis, 
although the charges are usually nominal for 
this type ol service. 

Practically all film production by trade 
There is hardly 


any demand for the silent type of film. 


associations is with sound. 


Very often associations have a special prob- 
lem in finding a producer, one who is able to 
produce both the film and the necessary bro- 
chure which usually goes with it. Producers 
can help themselves to more business if they 
equip themselves for both ends of this job. 

Another special problem in producing a 
business film for an association is that of pro- 
viding the proper balance in emphasis among 
all sections of an industry. ‘This has usually 
proved to be a delicate point in making films 
for the trade association. It has, however, 
often been overcome by a frank discussion of 
the problems involved, 

Financing the program of film production 
is another special consideration, One trade 
association said that its “principal problem 
was to sell the association itself on the value 
Incidentally, it is 


apparent that once the value of visual aids is 


of creating the picture”. 
established, associations will have less trouble 
in obtaining funds for producing films. Some 
associations even have a definite place in then 
budget for such activity. 

In producing the picture, many industries 
have had delicate problems to solve in satisty- 
ing such diverse groups as educational leaders, 
experts and other associations, as 
Here 


again the successful job has been done by the 


scientific 
well as members of their own industry. 





association willing to discuss its problems 
frankly with every interested group, The co- 
ordinating activities of the ATAE may be of 
some help in this connection, 

Distributing the film posed a special prob- 
lem in public relations for every association. 
Depending on the type of film, the production 
can be shown to members, schools, women’s 
clubs, church groups, fraternal organizations 
and so forth. There are innumerable audi- 
ences for the trade association film production, 
but they all depend on good contacts and 
The 
better these contacts, the better the distribu- 
tion of the film. 


relationships with the proper groups, 


fact, 
reported recently that it was having a hard 
job in satisfying the demand for its 
production, 


One association, in 
film 


Showing the pictures is a physical job which 
concerns the associations, Carrying the films 
and projection equipment without expensive 
advance preparation was one problem which 
has to be contended with. Some associations 
reported that they often had trouble keeping 
audience attention, because of poor equipment 
in meeting places—bad acoustics, poor shades, 
screen, electric outlets, etc. All these, however, 
are details which can be improved, after the 
worth while value of trade association films 
is proven, 

Film production by and for trade associa- 
tions has had a great mushroom growth during 
the past few years. Certain details of organi- 
zation and methods of production and distri- 
bution still need to be ironed out, Yet, an 
unusually large number of business films have 
been of great value to the association field. 
\ll indications are that the trend to more 
and more film production for 
will continue. 


associations 
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| Design for Tomorrow: 


Visa Tone Record Projector 
Demonstrated in Laboratory 


YOUR“STARS” 


| 

| 

| 

| % A very important new de- 

| velopment which will lower 

sound film and projection 

| equipment costs tremendously 

| if it proves practical is indi- 
cated by the announcement 
and demonstration of the pi- 
lot model of the Visa Tone, a 
projector which provides au- 
tomatically interlocked mo- 
tion pictures and sound on 
records. 
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Main features of the Visa 
Tone “record player” and 
“records” are: 1, the success- 
ful and apparently foolproof 
synchronization of sound-on- 
disc and film; and 2. extreme 
operating simplicity, requir- 
ing only the placing of the 
“record” on the machine and 
locking it in place. 


— 
~ 


—_— 


Result of the quantity man- 
ufacture of the Visa Tone, 
provided no unforseen diff- 
culties materialize, will be the 
lowering of projection costs, 
both in equipment and in 
sound picture sale and rental 
prices, for small room projec- 
tion at least. ‘This will apply 
most markedly to the home 
movie field, but will also in- 
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Da-Lite Crystal Beaded screens make all pictures 


/ 


«come to life” with sparkling brilliance. Your color fluence classroom and small 


audience situations of all 
kinds, 

Present estimate (which 
this reporter thinks may have 
heer _ 7 ae s ‘ Why Da-Lite Crystal-Beaded to be revised upward before 
facture. It is available in 41 models and sizes in eaectine mae toler aceunl masheting beled) of 

Taree epeque esatings the list price for the standard 
trol mounts. Public demand has quadrupled pro- - Non-cracking, non-sagging fabric of yak Tet Oe See 

’ - highest tensile strength. $150, without projection 
duction permitting prices lower than 10 years ago. . Multi-layer Pyroxylin facing. screen amplifier, cord or 


+ lead: . ere : . Coating fuses beads to Pyroxylin. speaker. Sale price of the “rec- 
Rec omme nded by leading film producers and photo Dostite intial Minter saniatenen a which faclede both pie. 
and visual education dealers throughout the world. brightness. ture and sound, is predicted 


ee ’ . Poster cece to be from $2.50 up for one 
DA-LITE “World’s Largest Selling 'pa-.ite SCREEN CO., INC. im tninete somal Gen, Boel 


Screens Since 1909” 2703 N. Pulaski Rd., Chicago 39, Illinois ties on the subjects will deter- 


Please send your new 16-page booklet on Da-Lite 


; 4 _ on mine how far “up” from the 
Write gor 1 Screen models, prices, size charts and projection data. 


basic price the cost will range. 
, At this price, rentals on fea- 
NEW, FREE 16-page | Name ictur 
ture length pictures could be 
Booklet! ae 4 
as low as $1.50. 


ore 


© 


films are faithfully reproduced in all their original 


7 
ve 


beauty. This finer picture surface is the result of 


Da-Lite’s 39 years of leadership in screen manu- 


tripod, wall, ceiling and electrically-operated Elec- 


It includes size charts, “Records” is enclosed in 
projection data and 8 quotation marks above be- 
prices. cause that is what the com- 
pany is calling the combina- 
tion of film and disc, in what 
seems to be an attempt to 

make the working of the ma- 
THE MOST USEFUL REFERENCE MANUAL NOW AVAILABLE FOR PROJECTIONISTS chine appear rather myster- 
That's what thousands of business and educational users of the step-by-step lessons on good showmanship, chart on film ious & magical to the pro- 
AUDIO-VISUAL PROJECTIONIST'S HANDBOOK call this illus- damager, equipment trouble chart, etc. Only $1.00 postpaid spective user, 


trated two-color graphic manual. Contains threading diagrams, from BUSINESS SCREEN, 812 N. Dearborn Street, Chicago 10. 





Although exact details of 
| (CONTINUED ON PAGE $7) 
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A: STRONG AND ENDURING as the graven 
stone of Rushmore is the great American heritage. This 
nation’s Industry is proud of that heritage and Kelvinator 
is proud to have had the opportunity of playing a modest 
but estimable part in the creation of the contemporary 
American. environment. To convey the true inspiration of 
this feeling to its own people and to those coming within 
the broad scope of its auspices, the motion picture “Of This 
We Are Proud” was conceived. Of Kelvinator’s enthusiastic 
acceptance and cordial endorsement of our effort in pro- 


ducing this film . . . we are proud. 
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WE ARE CHANGING 
OUR LETTERHEAD 
TO READ 


ASSOCLATED 
FILMAKERS, unc. 


NEW YORK and 


“HOLLY WOOD- 


To improve service to our clients, 
we are opening new offices in 
the capital of filmdom, Holly- 
wood. This will enable us to be 
in constant contact with all facili- 
ties which go to make up the 
highly prized “California Pro- 
duction” of 16mm Films for 
Business. 


FILMS to introduce you 
products to the public. 


FILMS which tell the facts 


about your company. 


“KNOW HOW” FILMS 


for sales training or produc- 





tion training. 
ee FILMS to get dealer interest 


FILMS to improve employee 
relations. 
* 

E invite you to judge our work on 


results obtained for other clients 


Write us for details. 





ASSOCIATED 








MmiritiMAKERS INE. 







45 Rockefeller Plaza 
New York 20 
Columbus 5-6694 


9155 Sunset Blvd. 
Hollywood 46, Calif. 


Crestview 5-1164 








PICTURE PATTERNS 


*& The “trend” of the times is reported in 
these brief notes filed by the New York edi- 
torial offices of Business Screen: 


* Dictaphone Corporation’s “Hello Business” 
(Business SCREEN November 1946) is being 
revised for re-issue with new models of the 
company’s products, 

Hello Business was originally produced (by 
Transfilm, Inc.) with this thought in mind. 
All scenes featuring Dictaphone equipment in 
the dramatic film were photographed with no 
actors in the same shot—thus enabling re 
visions to be made easily and without mem 
bers of the cast. 

In the first version, shots of equipment were 
cutaways or inserts in the main action—a hand 
sometimes being used to tie it in to the scene. 

Sponsors considering illustrations of prod 
ucts likely to be redesigned might well think 
about costs of revision to keep the production 
up to date in future years. Such sequences, 
as in Hello Business, can be planned for in 
expensive revision in advance. 


%& Modern Talking Picture Service has con- 
tracted in the past four months to distribute 
ten new pictures, Of these ten films eight 
are in Kodachrome and one is in Technicolor. 

his might indicate that the trend is all 
in favor of color for public showing films. 
It would seem to be so—as far as sponsors 
are concerned—but at the same time Modern 
reports that Dodge black and white films pro 
duced in 1936 are still among the most popu 
lar subjects in the Modern catalog. It all 
adds up to the fact that subject matter, rather 
than color or lack of it, is the most important 
factor in any film under consideration. Color 
may make a good picture better, but spending 
25-509), more money for color production and 
300-400°7, more money for color prints will 
still not make a bad picture good, 


* Recording film stock was almost unavail 
able in New York last month. It seems the 
various phonographic recording firms, trying 
to meet the New Year's deadline on disc re- 
cording had rented all available film studio 
space in town to supplement their own facili 
ties. Bands and singers in 24-hour shifts were 
recorded on film sound track later to be 
dubbed on to wax. 


(OTHER “TREND” NOTES APPEAR ON PAGE 15) 


WANTED: Top Notch Industrial Motion 
Picture Production SALESMAN. 


Long established, middle west producer of indus- 
trial motion pictures and slide films (complete, 
modern equipment; large list desirable accounts) 


wants ONE top grade salesman to round out staff. 


Must know field from standpoint of both producer 
and client. Excellent opportunity. Comfortable 
drawing account against commission. Write fully 


to Box 201; Business Screen Magazine, Chicago, II. 








Auivon-P ro 


Nound-On-Film 
/0 a Camera 





y 9 ena in Hollywood for the dis- 
criminating movie maker. Camera (less 
lens) priced from $1095.00, complete 
with amplifier, microphone, tubes, bat- 
teries, headphones and instructions. 
See your dealer or write today for fur- 
ther information. 


Features... 


Records talking-pictures in black 
and white or color. 


Completely silent in operation, 
self blimped; no noise for record- 
ing microphone to pick up. 


Veeder-Root geared reset foot- 
age counter. 


Auto-Parallax View-Range Find- 
er available. 


Synchronous motor driven. 


Rugged Auricon “Iron-Vane” 
sound track recording galvanom- 
eter, never needs adjustment. 


RYE & S&S 


RCA Licensed 
High Fidelity 16mm Sound-On-Film 
Guaranteed One Year 


‘mite 


Hollywood 


BERNDT-BACH, Inc. 


7373 Beverly Bivd., Los Angeles 36, Calif. 
MANUFACTURERS OF SOUND-ON-FILM 


RECORDING EQUIPMENT SINCE 1931 
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INDUSTRIES 


INC. “Round trip to St. Paul, please”’ 














That's where many top quality 
industrial and advertising mo- 
tion pictures are produced=-with 


a sympathetic eye on Budgets. 





One look at our complete studio and one look at some of 
the motion pictures we have produced will show you why 
so many big name accounts do come to us in St. Paul for top 
production. Then a look at the production quotation will 


show you how we can make your budget go farther. 


The latest in camera and sound equipment... . our own 
laboratory .... an animation department... . plus a well 
rounded staff are ready to serve you. Let’s talk it over — 
and let us tell you about the experiences of some of our 


accounts. 















Rid Sd Kay FILM INDUSTRIES, INC. 


(Formerly Ray-Bell Films Inc.) 


. 2269 Ford Parkway St. Paul 1, Minnesota 
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NO/--BUT FILMS 
THAT DO A JOB! 



















Planning, production, follow-through, and every assistance for successful programs of 
SALES TRAINING - PUBLIC RELATIONS - DEALER MEETINGS 
SERVICE TRAINING - PRODUCT PRESENTATION - INDUSTRIAL RELATIONS 4 


- . me | 


Sound Masters, Ine, 18 


165 WEST 46TH STREET NEW YORK 19 1 
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News and Views of the Month 


INDUSTRIAL AUDIO-VISUAL GROUP HOLDS ANNUAL 
MEETING IN CHICAGO ON FEBRUARY 17, 18, 19 


HE ANNUAL MEETING of the in- 
dustrial Audio-Visual Association, 
—— national trade group of executives 


from within companies utilizing audio-visual 
media for advertising, sales and training pur- 
poses, will be held at the Stevens Hotel in 
Chicago on February 17, 18 and 19. Paul 
Lawrence of International Harvester Company 
is president of the association, 

C. Scott Fletcher, president of Encyclopaedia 
Britannica Films, Inc., formerly field director 
of the Committee for Economic Development 
and now a trustee of that organization, will 
address [AVA members and guests at a lunch- 
eon on February 18. Other events on the gen- 
eral program, prepared under the direction ol 
R. P. Hogan of Kraft Foods Company, pro 
gram chairman, will include case histories of 
company film programs, new techniques in 
business film distribuiion and utilization as 
well as a review of new audio-visual equip- 
ment and accessories. 


ORGANIZATION IN ITs SECOND YEAR 

Founded primarily as a clinic group for 
the advancement of audio-visual techniques 
in business and industry, the LAVA is entering 
its second year. During 1947 meetings were 
held in Chicago, Toled* and New York City. 

Membership in the group is limited to 
representatives of business and industrial con- 
cerns utilizing audio-visual media, Its present 
roster includes men from Texas, Minnesota, 
Michigan, Ohio, Indiana, Illinois, Pennsyl- 
vania, Connecticut, and New York. 


RESERVATIONS ‘TO CORRESPONDING SECRETARY 

All companies have been invited to send 
representatives to this annual meeting where 
petitions for new membership will be received 
by the membership committee. Reservations 
should be addressed to Frank Greenleaf, cor- 
responding secretary, at P. O. Box 656, Old 
Postofice Annex, Chicago, Arrangements fon 
rooms will be made, if time allows, at the 
Stevens Hotel where all meetings are sched- 
uled to be held during the three-day period. 


On “The American Heritage” and This 
Issue of Business Screen Magazine: 


* Last November, the Editor of Business 
SCREEN appeared on the program of the Ameri- 
can Trade Association Executives, 28th Annual 
Meeting at Virginia Beach, Va, The theme of 
that convention was “The American Heritage” 
and we were deeply impressed by the inspir- 
ing talks and discussion which developed the 
meaning of that phrase. 

On pages 16, 17, 18, 19 and elsewhere in 
this issue and in the design of this month’s 
cover we have brought to you and to the 
members and friends of the ATAE, some of 
the memorable addresses delivered in the 
spirit of “The American Heritage.” In this 
month of American Brotherhood Week, to 
be observed February 22-29, we find a coinci- 
dence of interests which cannot be overlooked. 

For Brotherhood and the American Heri- 
tage are so closely interwoven that togethet 
they are the very foundation of our democracy. 
The American Heritage is not a material in- 
heritance, its noblest expression is in the 
equality of all men, created equal and given 
the right, under our democracy, to live that 
way so long as they protect it. 

As the Freedom Train rolls across the land, 
we trust it will remind all Americans that 
our Heritage is one which men have fought 
and died to preserve and that the fight neve 
ceases. It is a battle in which the individual, 
the press, labor, and our trade groups, among 
all others are bound to wage. In the confu 
sion and complexity of this post-war decad 
it will be easy to lose. 


“Films In Business And Industry” 


*® One of the best manuals on the how and 
why and wherefore of this medium of idea 
communications is Henry Clay Gipson’s new 
handbook “Films in Business and Industry” 
(McGraw Hill $4.00) which broadly covers 
the developments of the past fifty years and 
at the same time, provides clear detail on 


(CONTINUED ON PAGI PWENTY-TWO) 





NUMBER It+« VOLUME 9 * 1948 











Associated Groups Whose Films 
Are Reviewed in This Issue 


Ihe Athletic Institute, Inc. 
Joint ANA-AAAA Committee on Improve 
ment of Public Understanding of Ou 
Economic System 


Automotive Parts Association 
Ihe Cooperative League of the U.S.A. 
Edison Electric Institute 
National Association of Insurance Agents 
National Retail Furniture Association 
National School Service Institute 
National Tuberculosis Association 
National Vitamin Foundation 


Veterans of Foreign Wars 


A Partial Check-List of Other 
Associated Groups Using Films 


American Association of Railroads 
American Automobile Association 
American Bankers Association 
American Bible Society 
American Cancer Society 
American Gas Association 
American Institute of Laundering 
American Iron & Steel Institute 
Phe American Legion 
American Newspaper Publishérs Assn. 
American Plant Food Council 
The American Red Cross 
American ‘Trucking 
Associated Serum Producers 
Association of Stock Exchange Firms 
\utomotive Safety Foundation 
Brand Names Research Foundation 
California Fruit Growers Exchange 
California Prune & Apricot Growers 
Congress of Industrial Organizations 
Greater National Capitol Committee 
Hawaiian Sugar Planters Association 


Association 


Indiana Limestone Institute 
Infantile Paralysis Foundation 


Institute of Carpet Manufacturers 
of America, Inc. 


Institute of Makers of Explosives 
Loyal Order of Moose 
Mirror Manufacturers Association 
National Association of Manufacturers 
National Board of Fire Underwriters 
National Comm. on Atomic Information 
National Confectioners Association 
National Cotton Association 
National Education Association 
National Farmers Union 
National Federation of American Shipping 
National Livestock and Meat Board 
National Safety Council 
Protestant Film Commission 
Radio Manufacturers Association 
Sister Kenny Foundation 
Sugar Research Foundation 
The Twentieth Century Fund 
United Jewish Appeal 
Veneer Association 
The Wine Institute 
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The American Heritage 


by Major General Charles L. Bolte 


Chief of Staff, Army Ground Forces, Fort Monroe, Va.* 


UR AMERICAN HeriraAce has made us 
great. Our belief in freedom, ow 
conviction that there are extraordi 

nary possibilities in the ordinary individual, 
has made our country, as Woodrow Wilson 
said, “live in the heart of every man every 
where who wishes to find a region where he 
will be free to work out his destiny as he 


pleases.” 


I shall not attempt to define the American 
heritage. Since it is a thing of the spirit, it 
is bevond the limitations of nouns and adyjec 
tives. But if you want to form your own 
definition, walk through the streets of Man 
hattan, New York, or Manhattan, Kansas, and 
visit a factory, an office or a schoolroom, You'll 
find the American heritage in concrete form; 
in the Empire State Building, and the cornet 
grocery, in the village church, and the United 
Nations. You'll find samples of it in New 
YorK HeRALD-TRIBUNE editorials and in Mrs 
Deal's Vircinta Beracn News; Ernie Pyle 
caught the flavor of it in his columns, Look 
into the faces of our people—there’s the Amet 
ican heritage, It’s free speech, free thinking, 
free enterprise. 


THe Prorpte KNow ‘Tueirk Heriract 


And the American people know the valuc 
of their heritage. When the Freedom Train 
began its 33,000-mile tour in Philadelphia, 
10,000 people came the first day to view the 
dramatic, tangible proof of their freedom. In 
New York, crowds which, according to the 


*from an address by General Bolte to the ATAE at Virginia 
Beach, Va. annual convention. Photos courtesy Army Pictorial 
Service and United States Navy 
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New York Times, included “the battered and 
the triumphant, the befurred and the ragged, 
all races, creeds, and colors,” waited in line 
four hours for the train to open. 

But knowing the value is not enough. De- 
mocracy, like everything else, must progress 
or it will stultify. Too many of us have 
forgotten the cost of our freedom; too many 
take it for granted, like water or air, The 
iron music of the guns has scarcely died away, 
and many of us have already forgotten the 
price we paid. Because we won the war, we 
have completely forgotten that it might well 
have been lost. It will do some of us no harm 
to remember that Freedom Train and the 
evidences of our heritage that it carries might 
have been a conqueror’s exhibit. 


Our Economy 1s VITAL TO DEFENSE 


It is not enough to realize that our heritage 
exists, and that it is good, We must our 
awareness of it dynamic. We must defend it, 
not only for ourselves, but for the millions 
everywhere who believe in the same concepts. 

Our American economy is one of our strong- 
est weapons in this defense. Had it not been 
for the almost miraculous exertions of this 
wonderful system, we would probably not 
have been able to defeat the Nazis and the 
Japanese. ‘To win the peace we must continue 
to exert, for we must build up the shattered 
economies of other nations beaten to their 
knees by the impact of war. Free men every- 
where who believe in the principles of free- 
dom are depending on us. 

We must try to be patient. Our heritage 
was not built overnight, and neither will it 


spread over the world in a single day. But if 
we think on an international plane, realizing 
that differences of background, language, and 
ideology cannot be overcome immediately, 
then we can hope to progress at least a little 
way in the direction of international peace. 
The moral strength of free men is bound to 
triumph. 

We of the armed services of your country 
are with you in the effort to preserve and 
spread the American Heritage. Other groups 
within the nation may have different tech- 
niques, but our purpose is the same. 

Although we are professional military men, 
we are not militarists; and although we have 
been so labeled, we are not war-mongers, No 
man who has ever taken part in t battle, on 
seen the aftermath of one, is looking forward 
to a repetition of the experience. 

But we must be realistic. We must be pre- 
pared to defend that for which we stand. 
Free men will not fear our strength, for they 
know it will not be used aggressively. As 
General Eisenhower pointed out in a recent 
speech, “surprise attack—the key to successful 
aggressive war—is impossible for a democracy,” 
because our method of arriving at decisions 
follows the democratic system of open dis- 
cussion, and thus is known to all. Our mili- 
tary strength is a quiet, defensive strength, 
designed to preserve peace, not to stir up war. 

If we had reached that stage of civilization 
where automobile collisions no longer oc- 
curred, collision insurance would no longet 
be necessary. The Armed forces of the United 
States constitute the insurance against collision 





taken out by the American people, but we 
cannot ignore all danger signals and expect 
our insurance to prevent accidents. 

Similarly, national security is not the sole 
responsibility of a professional army. Each 
individual must take his part in defending 
our freedom by means of active good citizen- 
ship. There is no such thing as a non-com- 
batant, even in a bloodless war of ideologies. 

It is one of history's bitterest ironies that 
though the American heritage is one of peace, 
the American people must always be prepared 
to fight for it. History shows that this has 
always been true. An old Latin proverb notes 
that “arms are the props of peace.” Free men 
have always been obliged to fight for their 
freedom, and thousands of Americans have 
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died in the fight. ‘They found that peace does 
not come by mere wishing. 

Our heritage is a living thing, Though men 
have had to die to keep it alive, we shall have 
progressed further than any nation in history 
if we can preserve it in the future without 
losing the cream of our people. But even 
with this thought in mind, we cannot neglect 
our defense. We cannot take off our armor 
until either the battle is over or the world is 
unarmed, Reluctant support of the armed 
forces can too easily result in disaster, as a 
glance at the years before Pearl Harbor will 
prove, 


A Cross SECTION OF ALL AMERICA 


We in uniform are the shield of your heri- 
tage. We are part of you, for we are a cross- 
section of America, Look at any Army roster 
and you will find men of every extraction 
from every part of the country, Most of them 
were civilians not too long ago. They are not 
a distinct race, nor mere cogs in a machine. 

In other words, we in military uniform are 
part of the American Heritage; and we exist 
to perpetuate it as well as to defend it. We 
would be perfectly content if our military 
reason tor existence faded into limbo, for that 
would mean that our heritage was perfect and 
complete, Until that time, however, we are 
necessary, and we must have you behind us; 
or rather with us. To quote President Wilson 
again, “America is not anything if it consists 
of each of us. It is something only if it con- 
sists of all of us; and it can consist of all of 
us only as our spirits are banded together in 
a common enterprise. That common enter- 
prise is the enterprise of liberty and justice 
and right.” 

All of us are in the Army of America, and 
we must defend her. We must live up to ow 
moral obligations and commitments overseas, 
so that believers in our way of life will not 
be submerged and so lose their faith in us. 
We cannot withdraw, By attempting to bring 
order out of economic and political chaos, we 
safeguard our heritage and at the same time 
allow others who possess similar concepts to 
develop them. 


We Must Guarp Our FREEDOMS 

Ihe comprehension of our people is an 
absolute necessity if we are to preserve ou 
way of life. If we are to maintain our system 
of free enterprise, the people as a whole must 
have a sound understanding of our entire 
heritage in order to make decisions in keeping 
with it. We must realize that we are the 
government and that we are the American 
heritage. You and I must recognize the fact 
that our system is, of its very nature, a vital, 
living, growing thing to be constantly guarded, 
or it will wither and die where it stands, 

The American Heritage Foundation has 
adopted a motto: “Freedom is Everybody's 
Job.” And it is a job. It required a great deal 
of work and effort to make this country free; 
it requires much more to keep it so. 

The job calls for teamwork—the same sort 
of teamwork we experienced during the war. 
It requires business-statesmen, farmer-states- 


(CONTINUED ON PAGE FORTY-SEVEN) 
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Trade Associations in Our Time 


by James L. Fri, Past President, American Trade Association Executives 


ERTAINLY there is no trade association 
executive who is not fully conscious 
of the fact that one of the most tan- 

vibie evidences of our American heritage is 
demonstrated by the contributions our frec 
competitive system has made, and will con- 
tinue to make, to a domestic economy that 
has no peer, 

Trade associations have well demonstrated 
their important and necessary part in this 
free system of competition—a system that is 
effectively and constructively motivated be- 
cause of our heritage of voluntary cooperative 
effort on all levels of our nation life; whethe: 
between state governments, business units o1 
individuals. 

In contrasting the virility and strength of 
our system of competitive enterprise with 
those existing elsewhere, Professor Sumner H. 
Slichter of Harvard University recently em- 
phasized the fact that our economy has the 
tremendous advantage of possessing more 
than 10 million private enterprises where in- 
novations and experiments might be initiated 
and tested, under 10 million private business 
budgets. “No regimented economy can hope 
to compete in dynamic drive,” he concluded, 
“with an economy which possesses 10 million 
centers of independent initiative.” And he 


might have added that trade associations have 


been, and will increasingly continue to be, a 
major factor in assuring the maintenance of 
a true system of private enterprise. 

The one fundamental purpose of all asso- 
ciations, and all such cooperative efforts in 
business, is to preserve the virility and moti- 
vating forces inherent in private enterprise, 
while at the same time working to eliminate 
the destructive forces, and to decrease the 
wastes, 

The overall objective justifying our exist- 
ence, and the one policy guiding true associa- 
tion management, is to make our industries 
better places in which to do business for the 


common good of the producer, the distribu 
tor, and the consumer, lo do this effectively 
our major problem is not so much to encow 
age individual businesses to compete even 
more strenuously, as it is to emphasize the old 
American principle of learning to work to 
gether constructively, which according to our 
heritage means within the public interest. 

With associations’ record of achievement 
over the years, and particularly in view ol 
their work well done during the war, trade 
executives have entered this peace-time period 
with confidence in their ability to make even 
greater contributions to a sound domestic 
economy. This confidence is bolstered by in 
creasing evidence that very important gov 
ernment agencies are recognizing the mutual 
objectives and responsibilities of both govern 
ment and trade association management in 
enabling our priceless heritage of private en- 
terprise to work more effectively in the public 
interest, 

Those of us who have had the opportunity 
to sit in conference with representatives of the 
Federal Trade Commission, the U, S. Depart- 
ment of Justice, the Department of Commerce, 
and other governmental agencies, are encow 
aged by their understanding and frank ad 
mission that the government must continue to 
fulfill its role in finding ways to work more 
constructively with business—that the govern 
ment has a responsibility to initiate the clari 
fication of certain twilight areas in laws so 
that business can, with full assurance, move 
forward in cutting wastes, increasing efhicien 
cy, and in providing more effective service to 
the ultimate consumer, 

This function—more effective service to the 
ultimate consumer—is the common purpose 
of American Trade Association Executives 
and every organization represented in its mem 
bership, It is also, according to our historic 
American heritage, the ultimate objective ol 
government itself, ” 


“Or Tuis We ArE Proup” symbolizes in the imortal stone of Mount Rushmore Memorial 
outstanding new Kelvinator color film, 


these four great Americans, A scene from the 
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FREEDOM 


IS EVERYBODY'S BUSINESS 


by J]. Edward Shugrue, National Director, American Heritage Foundation 














Ss NATIONAL Director of the American 
Heritage Program, it has been my 
privilege to coordinate the operations 

ot the Foundation in organizing the Rededi 
cation Weeks and accompanying tour of the 
Freedom Train. I have been fortunate enough 
to participate in the development of this pro 
eram from the time it was but an idea, to the 
day when Freedom ‘Train started on its his 
toric tour as a dramatic reminder of our great 
heritage. It has been a most gratifying and 
heart-warming experience. 

The American Heritage Foundation, which 
came into being last spring under the leade 
ship of ‘Thomas D'Arcy Brophy, was organ 
ived at the request of the Attorney General 
Lom Clark, and with the aid and help of the 
Advertising Council, On Constitution Day, 
September 17, 1947, the Foundation inaugu 
rated a “Year of Rededication” by calling on 
all Americans to join in a national program 
ol rededication to our country’s institutions 
and ideals, helping them to gain from it a new 
vitality, and a realization of every citizen's 
personal responsibility to participate in the 
affairs of his government, 

Phe idea was born out of a need to reaffirm 
the basic unity of the American people in 
their devotion to their common heritage. This 
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unity, forged in time of war, was crumbling 
under the recurrent impact of post war prob- 
lems. Within a few months after military vic- 
tory, the national harmony of the war years 
eave way to strident voices of discord, Differ- 
ences and dissensions among the American 
people became the news of the day. The head- 
lines of the nation proclaimed the inevitable 
economic, social and political frictions inci- 
dent to basic readjustment in the post-wat 
world. 

On the international scene, the bid for 
world domination by totalitarianism of the 
Right was being supplanted by totalitarian- 
ism of the Left. The brave sentiments of the 
Four Freedoms become empty words when 
millions of human beings are forced by des- 
peration or calculated aggression to forsake 
the democratic way of life. In vast areas of 
the globe, individual freedom is still being 
yielded tor the illusory panacea of state 
control, 

Once again the time has come for free men 
to heed the call of eternal vigilance; for Amer- 
ica to draw on her spiritual resources to meet 
another critical test. Once again events at 
home and abroad are taking their full meas- 
ure of our strength and endurance, If ever 


there was a time for rededication to American 





principles and ideals, it is today, This is the 
time to look behind the understandable dif- 
ferences which divide the American people 
and to get back to the common ground of our 
common heritage; for this is the solid ground 
upon which the American structure has been 
built. 

At the time the American Heritage Foun- 
dation was organized, there was a further need 
for uncompromising national unity, born of 
the fact that we found ourselves in the posi- 
tion of being the unquestioned leader of the 
world’s free peoples. World leadership was a 
responsibility to which, as a result of two dev- 
astating world wars, we had fallen heir. We 
had no choice in the matter and it was axio- 
matic that, to discharge this responsibility, 
the same steadfastness and clarity of purpose, 
the same resolve, the same unswerving devo- 
tion to our way of life was even more neces- 
sary than it had been during the war. 


We have been accused, from time to time, 
of being a nation of braggarts. Jealous na- 
tions have questioned our motives and sneered 
at our accomplishments, but no nation has 





THe FREEDOM TRAIN is dedicated as its Ma- 
rine Honor Guard stands fo inspection before 


starting on nationwide tour, 


ever questioned our ability to get things done 
without regretting the question later, 

We boast of our standard of living—of ou 
cherished freedoms—of our capacity to achieve 
anything we go after—because we are unafraid. 
We are, by nature, the kind of people who 
look at a job, size it up, then roll up our 
sleeves, and get it done. Because of this, our 
country has recognized the rights of the in- 
dividual, and over the years has developed all 
manner of securities to protect these rights. 

The basic objectives of the American Herit- 
age Foundation, as formulated by its board 
of trustees is as follows: 


First: to stimulate more active participation 
by citizens in the affairs of nation, state, and 





[HOUSANDS OF AMERICANS make the pilgrim- 
age to Washington and stand, as these two do, 
in the Capitol building rotunda, But for 
other thousands good sponsored films will 
bring inspiration as in this B & O film scene. 
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community, and in fulfilling the duties of 
American citizenship; 

Second: to develop an increased awareness of 
our individual rights and freedoms as guaran- 
teed by the Federal Constitution and its Bill 
of Rights, and as expressed in other historical 
documents; 

Third: to develop an augmented pride in our 
past and in our accomplishments as a people; 
Fourth: to secure a wider recognition of our 
obligations to the world to maintain our free 
institutions as an example of democracy pre- 
serving the rights and dignity of the individ- 
ual. 

This program as conceived and executed is 
non-partisan and non-political in every re- 
spect, having been formulated by leaders rep- 
resenting labor, management, banking, adver- 
tising, and virtually every phase of American 
endeavor. 

It is an American boast, our swaggering 
boast if you wish, that we are equal to any 
problem, And why? Because we have never 
really forgotten the ringing words of Patrick 
Henry: “Give me Liberty or give me Death!” 
This is our watchword, our touchstone—one 
might say, our password to destiny. 

We live in times that are confused. One 
“ism” after another plagues our efforts to dis- 
cern the proper course to adopt. We are 
plagued also by our own natural selfishness; 
our own human desire to give up for a while 
and say “Nuts!” 

The Freedom ‘Train, as part of the Rededi- 
cation Program, has been rolling for several 
months. It has already traveled thousands 
of miles and during this opening part of the 
tour more than one million citizens have had 
the opportunity of viewing its cargo of 13] 
original documents and exhibits which form 
the basic philosophy of our way of life. 

Our late President once observed that this 
generation had a “rendezvous with destiny” 
and, like it or not, we have! 

The mutilated bodies of our dead soldiers 
the sacrifices of all time—lic on our doorstep 
and remind us, whether we like it or not, of 
our promise to the future. 

We have strained ourselves to the point of 
producing a miracle to win a war, and now 
we must prove ourselves equal, no matte! 
what the cost, to winning the peace. 

Turn back the clock and think of the lone- 
ly, desperate nights of the men who first lived 
on our shores, They had left warm firesides 
for cold alien soil—the lost colony of Virginia, 
the sufferings of the littke band aboard the 
“Maviiower”, New Amsterdam, DeSoto, and 
the Santa Fe Trail. Think of the lonely hours 
at Valley Forge, and Gettysburg; hours that 
go together to make up America. Then think 
of Guadalcanal, Okinawa, and Iwo Jima. 

Somehow, though I am reaching out far, I 
believe that our world-famous Main Street has 
its counterpart in the “Battle of the Bulge” — 
in that philosophy which says “We will win 
or we will die in the attempt.” 

That is the story of America and the pur- 
pose of our program of Rededication. 

We do not say that we are right. We say 
only this: examine most carefully the history 
of how we became the most envied nation on 
earth before discarding the elements that made 
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us great—the nation most able to produce, de- 
spite all obstacles; the nation whose greatness 
was built upon the sanctity of the individual; 
the nation having the guts to say openly “Ev- 
ervone has a chance.” 

We make no apologies to anyone, We say 
simply this: if a man is good enough, he’s in; 
whether he be shop foreman, selectman, may- 
or, governor, Congressman, senator, or prest- 
dent. Our way of life says to all: “What have 
you got to offer?” If you have nothing but 
gripes, gripe all you wish; if you have even 
the germ of an idea, get going. 

This is our program: to remind the people 
of our country—all the people in every village, 
town, and city—that we have a duty to per- 
form; that we must exercise the rights and 
freedoms we enjoy as American citizens and 
that are guaranteed to us through our herit- 


age. These are the wellsprings from which 
was born our present eminence in world 
affairs and we must firmly resolve to apply 
these principles of our inheritance to the fu- 
ture. It is our duty to preserve the progress 
of the past and to better it for posterity. « 


Itinerary of the Freedom Train 
* In March, the Freedom Train will be in 
California, stopping at San Francisco on 
March 7, 8; March 14 in Reno, Nev.; March 
17 at Salt Lake City, By March 20 it will be 
in Idaho and on March 24 at Yakima, Wash. 


Portland is the stop on March 25, 26 and 
thence to other Oregon cities, April Ist brings 
it to Tacoma, Wash., and April 2 to Seattle. 
It moves East toward Montana and Wyoming 
by April 7, and will be in Minnesota by April 


23, rolling toward Wisconsin and_ Illinois. 








FREEDOM OF OpporRTUNITY: a General 
Motors film provides a basic under- 
standing of mass production, 


Kings \ 





FREEDOM OF EpucATION: This Nation- 


al School Service Institute film helped 
citizens understand school finance. 


Am 


Wie 


OUR AMERICA 


FREEDOM'S HERITAGE is shown in this 
Dodge felm on America’s resources and 
national shrines. 








Sponsored Films in the American Tradition 


These sponsored film subjects are typical of the contribution 
pictures can make toward understanding of our America. 











UNFINISHED 


RAINBOWS 


FREEDOM OF ENTERPRISE: This Alcoa 
color film shows the importance of 
research in American industry. 


STRANGE 
HUNGER 


FREEDOM FROM Want: The Vitamin 
Foundation shows the importance of 
nutrition in national health. 





FREEDOM OF QOpporTUNiTy (through 
the Veterans of Foreign Wars pro- 
visions for needy children, 


Producers of these and other subjects are noted on Page 22 
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HOW TO 


SELL AMERICA 


x <*% ® 


OME PEOPLE CLAIM that Ameri 

cans are already so sold on their coun 

try that it is foolish to speak of an 
attempt to sell it to them again. To be sure, 
many are sold on America’s comforts, but 
they are not sold on the principles, the tap 
roots, which have made these comforts pos 
sible. The real America lies not in her present 
wealth, her present luxuries, but rather in 
the system which produced them. 

It is not nearly so important for Americans 
to know that one in every five individuals in 
the United States has a telephone, as com 
pared with one in every 125 in Russia, as it 
is for them to know the reasons wi/ty. 


THe Prorpte Are Nov Wet INFORMED 


In one of our community and plant surveys 
last vear we found that many of the towns 
people were displeased with a certain indus 
trial plant because of a smoke nuisance. As 
a matter of fact, the plant, within the pre 
vious five years, had spent enormous sums 
which gradually reduced the soot content 
of its smoke by more than 70 per cent, But 
the people were simply not aware of the 
great improvement. This survey-finding and 
others like it illustrate the situation regarding 
free enterprise and the American system 
generally. Our people are becoming more 
and more conscious of its faults, and less and 
less conscious of its merits. 

Today we find many Americans who are 
not only unconscious of the foundations of 
the American system, but who even hold be 
liefs about it which are definitely untrue. 
Our nation-wide surveys and those of othe 
research organizations have uncovered highly 
erroneous public beliefs in respect to wages 
and profits, advertising, the advantages of 
government control of business, government 
grade labelling, and many other important 
subjects. The results of these surveys deserve 
the serious attention of every responsible 
businessman and civic group in the nation, 
and represent the very basis for such pro 
grams as the “Year of Rededication” spon 
sored by the American Heritage Foundation, 
and the “American Opportunity” project 
of the U. S, Chamber of Commerce. 

But where do people get such beliefs, and 
how can they be dealt with? One of the popu- 
lar answers in recent vears has been that they 
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TO THE AMERICANS 


by Henry C. Link, Ph.D. 
Vice-President, The Psychological 
Corporation, New York City 


grow out of the failures of free enterprise 
and can be dealt with only by improving 
that system. As one writer put it, quite typi- 
cally, “If we are afraid of Communism in 
this country, let us work to make our system 
better, Then standards of honest comparison 
will leave little doubt as to the relative merits 
ol each.” 

But what have we been doing for the past 
three hundred years if not improving that 
system? While still not perfect, there is little 
or no comparison today between the Ameri 
can system of private capitalism and any 
Socialist or Communist system existing any 
where in the world. 


OTHER SYSTEMS EXCEL IN PROPAGANDA 


\s compared with the common man in 
Europe, Asia, or Russia, the common man in 
the United States, even one on unemploy- 
ment relief, is a bloated plutocrat, Therefore, 
to sav that the best or only way to stop 
Communism or Socialism is to improve our 
own system is not only naive, it is sheer non- 
senese, There is only one point at which both 
Communism and Socialism shave excelled 
Americanism, and that is in their missionary 


\ Fitm Scene REMINDs all of us of Abraham 
Lincoln's unswerving faith in our common 


Imerican heritage. 





zeal—their promises, their propaganda, their 
education. 

We Americans have practically stopped 
educating the youth of our country in those 
principles of our heritage which have made 
(America) unique—principles which include 
lree competition, freedom to earn wages and 
profits, freedom to own and acquire property, 
a government which polices freedom instead 
of destroying it, and the basic moral concept 
of the dignity of the individual. 


PRINCIPLES OF Our HeRITAGE UNTOLD 

In the material realm American capitalism 
has distributed great wealth, but in the 
realm of ideas, in education, it has almost 
completely failed to distribute our heritage 
of the principles and morals that made that 
wealth possible, It has educated people in 
slogans about its products (“Ask the man 
who owns one”, or “When better cars are 
built Buick will build them’’, etc.), but it 
has not educated the public to the moral 
significance of these slogans. 

The surplus wealth of the American sys- 
tem supports the largest, I will not say the 
greatest, educational system in history, but 
its lack of an adequately formulated ideology 
encourages that system to turn out more and 
more Socialists who would destroy the vers 
values that made their education possible. 
And let us not blame the educators. Let us 
blame ourselves, for though we have sup- 
ported education with our dollars, we have 
neglected to guide it with our historic prin- 
ciples. 


“YEAR OF REDEDICATION” DECISIVE 


That is why the “Year of Rededication” 
program being put before the public by the 
\merican Heritage Foundation is of such 
decisive importance. It is a program that 
strikes at the roots of much of the confusion 
ol today; a program of basic ideas, not of 
dollars and cents, It does not provide a 
simple little formula or advertising campaign 
or a quick and easy solution at so many 
dollars per member. Rather, it calls for an 
educational effort beginning at the very 
source, the individual citizen. It places re- 
sponsibility where it belongs, in the local 
community, 


The details of this program are described 
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elsewhere in these pages. It is my purpose 
here to concentrate on a few practical sug- 
gestions, a few “do's” and “don'ts,” in con- 
nection with some of its aspects. We must 
return to education, but education in the 
facts of the American heritage, if not founded 
on the principles of the American heritage, 
is bound to fail. The most outstanding con 
tribution of the American Heritage Founda- 
tion’s project is that it leads to a searching 
reappraisal and examination of the concepts 
which have made the success of America pos 
sible. If we are to keep our country free we 
must recognize and act on these principles. 
Great principles make many words unneces 
sary, and action based on these principles 
makes fewer words count, 


The American Heritage Foundation and 
its officials, together with the officials of all 
cooperating organizations and associations are 
to be congratulated on having taken such a 
long step forward in restating to the indi 
vidual citizen, the nation, and the world, 
the fundamental concepts which make up oun 


priceless heritage of freedom. + 





EDUCATIONAL OpporTUNITY is discussed in 
“Pop Rings the Bell,” the National School 
Service Institute film. 


What Industry Can Do 


In analyzing the results of thousands 
of public opinion polls, it has become 
quite obvious that American industry 
has not been nearly so successful in 
selling the principles of free enterprise 
as it has been in selling its products, 

The following suggestions on how to 
sell our people on their heritage of 
free enterprise grew out of a series of 
studies we have been making since 1945 
in what we call “techniques of com- 
municating ideas” as contrasted with 
products, As many are aware, some ol 
America’s leading companies have been 
conducting extensive educational and 
advertising campaigns in defense of tree 
enterprise. Our studies in “communicat 
ing ideas” involved many tests of na- 
tional and local advertising campaigns, 
tests of articles in plant and employee 
magazines, of financial statements or ads, 
and of pamphlets, booklets, and other 
promotional devices, 

These tests considered three primary 
points: 1) Was the material interesting 
enough to be read? 2) If read, was it 
understood? and 3) If understood, did 
it have the desired effect? Here are a 
few of the practical conclusions to emerge 
from our research: 

First, many advertisements, booklets, 
and employee publications are written 
far above the educational level of the 
people addressed, In a recent labor dis- 
pute, for example, the president of a 
large company wrote a letter to all his 
employees, which, upon our analysis, 
proved to have been written to an 11th- 
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grade reading level. Unfortunately we 
found that only about 20% of his work 
ers were able to grasp its meaning, 
necessitating a re-written version which 
was immediately understandable to 90%. 
Much has been said in recent years on 
the importance ol increasing one’s vo 
cabulary; but the real problem for many 
executives is to shrink their vocabularies 
so they can speak simply and clearly 
cnough to be understood by all, 
Second, we found that simply giving 
people the correct facts will not neces- 
sarily correct’ their misunderstanding. 
Correct’ facts are certainly important, 
but even more important is their manne) 
of presentation. From the number ol 
advertisers bombarding the public with 
facts and statistics, it would seem that 
the academic disease which has blighted 
much education, the theory that facts are 
the cure-all for personal and __ social 
problems, has now invaded industry. 
But the belief that children, or even 
adults, given the unbiased facts covering 
both sides of an argument, will make 
correct decisions, is one of the fatuous 
follies of our time. The simple truth 
is that facts, without elementary morals 
or standards, are likely to create con- 
fusion rather than _ understanding. 
People have hearts as well as minds, 
passions as well as brains, and when 
they do read one of the many ads or 
pamphlets thrust upon them, they in- 
terpret the facts in terms of their own 
emotional attitudes and moral standards. 
Therefore, we say, emotional appeals 
(CONTINUED IN COLUMN RIGHT ABOVE) 


should be used to sell free enterprise even if 
this means a decrease in the number of facts 
presented. Many companies have conducted 
product-advertising campaigns of prize con- 
tests offering one hundred thousand dollars, 
or fiftv thousand, or ten, in cash awards for 
the best 25-word description of a particular 
product. This represents one effective use of 
an incentive or emotional appeal. On a more 
modest scale, it could be used -bv local con 
cerns, civic clubs, or Chambers of Commerce 
in selling the facts and principles of the 
\merican system, 

\ plant-sponsored contest offering employ- 
ees, their wives, and especially their school 
children cash prizes for the best filty-word 
essay on such subjects as “What the American 
Heritage means to me” or “The American 
Heritage in my Community,” would be en 
tirely feasible and would lead the people to 
an understanding of their heritage. 


Ler THE Propte Tevt THeir Srory 


Instead of preaching to the public about 
free enterprise, why not initiate some method 
similar to the above suggestion and allow the 
public to preach Americanism to itself? 
Obviously, free enterprise is far more than a 
bookkeeping formula; far more than a matter 
of dollars and cents, of profits, capital, and 
reserves, It is as broad as Americanism itself, 
but it remains to be identified with Ameri 
canism in the public mind, 

Another method of driving home the full 
meaning of the American heritage is to point 
out, in your advertisements and publications, 
individuals or families who have made use of 
the opportunities provided by our system. 
This device is already illustrated: by one of 
the outstanding editorial feats of our time, 
the Ladies’ Home fournal series on typical 
American families. Each month the Journal 
describes one of these families: how thev live, 
what they earn, how they spend it, All 
kinds of families are described, from wage 
workers to company executives. Naturally, 
when using this method, the selections have 
to be made so that they clearly illustrate the 
basic principles which make the American 
opportunity possible. In this connection we 
must demonstrate again and again that the 
essence of America lies not in its material 
wealth, but in its spiritual heritage—not in its 
automobiles, refrigerators, washing machines, 
and radios, but in its principles and ideals. 


Our FUNDAMENTAL CONCEPT SPIRITUAL 


Today when anyone talks about spiritual 
or moral values, people tend to shy off, as 
from someone impractical or perhaps slightly 
unbalanced. And yet the basic principle, the 
fundamental concept of the American heritage 

that of the dignity of the individual—is 
strictly a spiritual concept. Every U. S, coin 
still bears the slogan “In God We Trust”. 
What does it mean, or rather what did it 
mean? It says that we put certain spiritual 
values above dollars and cents. It means 
that we put God’s moral order above any 
economic order. os 
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WELL PRODUCED FILMS SERVE VAST AUDIENCE 


* A BUSINESS SCREEN EDITORIAL - 


HE GROWTH of the sell-equipped 
audience in these United States 
promises to be one of the phenomena 
of 1948. Well over 100,000 16mm sound mo 
tion picture projectors and more than that 
number of sound and silent slidefilm projec 
tors are in the hands of industry, schools, 
clubs, churches and other organized groups 
Films with an American theme will be 
especially welcomed by these groups. ‘Th 
popularity of the Dodge film Our America, 
produced by Wilding, and of Unfinished 
Rainbows, the Aluminum Company picture 
by the same producer, is worth noting. A new 
Goodyear picture My Country is certain to 
meet wide favor and especial attention has 
been given to films serving special needs 
such as Joe's Aid, produced for the Veterans 
of Foreign Wars by Jam Handy. 

Associations and other public interest 
groups such as the American Red Cross (with 
films praduced by Bill Ganz), the National 
Luberculosis Association (for whom Emerson 


Yorke has done excellent visualizations) , the 


National Board of Fire Underwriters (served 
by Audio Productions, Inc.) have made sim- 
ilar audience contributions. These films are 
well worth seeing by any group contemplating 
similar film activities. In the field of educa 
tion, Pop Rings the Bell, produced by Jam 
Handy for the National School Service Insti- 
tute, has shown what films can do to aid the 
cause of school finance. 

Bill Baily and the Four Pillars, Main 
Street, USA, This Is Your America are other 
titles of sponsored productions now being 
widely shown 


throughout group-minded 


America. Incidentally, labor has done a 
number of films in this area of public in- 
terest. Some of these are good films, a few 
are very bad. But then, both labor and 
management have sinned in presenting one 
sided arguments which fail to register with 
an intelligent and informed audience, As 
bad as the leftist propaganda of certain labo 
films may be, the insincerity of certain bus 
iness films is fully as harmful to the public 
interest and confidence. ° 


“Of This We Are Proud” Sets An Example 


*® The Kelvinator Company has set a notabl« 
example of high-calibre sponsorship with a 
new all-color sound motion picture Of This 
We Ave Proud, produced by Raphael G 
Wolff. 


of long-shots and close-ups of the face ol 


Ihe picture itself is largely a series 


America but the breath-taking beauty of its 
photography and the absolute sincerity of 
this factual pictorial report to America on 
the American scene will make it widely popu 
lar with the public, 

Kelvinator’s own part in this film is unob 
trusive. A long company presentation was 
made to be appended at the close of the 
introductory picture and the amount of com 
mercial material in the first phase is negligi 
ble. American industry can afford to take 
pride in our land and resources and_ the 
Kelvinator film says so plainly. 


The new Kelvinator color-sound 
Proud” emphasizes an American 


\nimation sequences on products and pro 
duction line matters are clear and graphic. 
First showings of the new feature are to 
Kelvinator dealer audiences. Such presenta 
tions are a good showcase for well-produced 
films and should create dealer demand for 
subsequent consumer showings in each. sales 
area. 

Kodachrome is the color medium for Of 
This We Are Proud and there are few, if anv, 
sequences in which color does not prove its 
audience appeal. From New York Harbor 
across the gentle hills of the East, into the 
broad plains and river country of the Mid 
west and West and over the inspiring pan 
orama of the Rockies and California, this 
(American “scenic” is ample evidence of the 
heart-warming possibilities of a well-don¢ 
sponsored film, * 


motion picture “Of This We Are 
theme with admirable restraint. 
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1 scene from the ANA-AAAA slidefilm 


“This Is Our Problem” 


* A _ better understanding of business fon 
the American people is the objective of the 
Joint Committee of the Association of Nation- 
al Advertisers and the American Association 
of Advertising Agencies, dedicated to “im- 
provement of public understanding of our 
economic system.” 

One key sequence from a sound slidefilm 
presentation of the Committee's problem ap- 
pears on the page opposite. 

Ihe color slidefilm presents the Joint Com- 
mittee’s progress to date, its membership, a 
definition of our economic system and an 
overall analysis of the problem. The slide- 
film is a good beginning, From its initial and 
limited showings, there is a growing convic- 
tion that films might be an answer to better 
public understanding of these complex 
problems. ° 


FILMSIN BUSINESS & INDUSTRY 
(CONTINUED FROM PAGI FIFTEEN) 
present uses of films for all business purposes. 

Mr, Gipson is an experienced hand in this 

field and it has been our privilege to assist 
him in the preparation of his book. We 
heartily recommend it to all comers. A more 
detailed review will follow in our next issue. 
Trade Associations Increasing Use 
Of All Audio-Visual Materials: 
*& As the newly-elected president of the Ameri- 
can Trade Association Executives reports 
(sce Page 8), the use of motion pictures, slide- 
films and other audio-visual tools by associated 
groups has increased hugely in the past few 
years. Some idea of the number of groups 
using films may be gathered trom the adjoin- 
ing column, which represents only a partial 
list of national organizations who have and 
are utilizing the lighted screen. 

We are mindful of the 100,000 and more 
l6mm sound motion picture projectors and 
an even greater number of sound and silent 
slidefilm projectors already scattered far and 
wide across this land. These constitute a 
ready-made audience of influence groups, of 
commercial and industrial people, of dealers, 
jobbers and  wholesalers—of club women, 
school children and almost every other seg 
ment of our population. 

Good films are their common interest—good 
in quality and high in educational or informa 
tional value. Nothing less will do if the film 
medium is to survive and grow. ° 
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) FUNDAMENTAL PRINCIPLES OF OUR ECONOMY 


* The first problem of forcing or persuading people to work so that the group can have the 
goods and services it needs to exist, was taken care of by our agreement to let people own and 
control their goods and labor. Under this concept of private property no man was forced to 
work or told what work he must perform. But if he did choose to work he got to keep the 
fruits of his labor, and he could pick the occupation of his choice, @ In other words, we used 
persuasion largely, rather than force. We did employ some compulsion, however. In return 
for the privilege of keeping the wealth he created, and picking his own occupation, every man 
had to take his own chance of succeeding or failing. And, generally speaking, every man had to 
provide for himself. 


*% The question of what goods and services would be produced by the group, how much of 
each would be produced, and how much the people who produced them would be rewarded 
was determined by our free market. @ This was probably the most democratic institution ever 
developed by man, For we were continually polling the combined opinion of all the people in 
America on these questions every hour of every day, 


* It would be very difficult at any given moment to determine whether a pair of shoes is worth 
five or ten or fifteen pounds of butter; whether the day’s services of a bricklayer are worth 
more or less than the day’s services of a shirtmaker. It would be difficult enough if you were 
starting out from scratch, but it becomes infinitely more difhcult on a day-to-day basis when 
the needs of society vary with the condition of people's shoes, food supply, housing and cloth- 
ing. @ Yet the problem has to be settled in a complex economy such as ours. For the farmer, 
the worker in the shoe factory, the bricklayer, and the shirtmaker are all specializing tull time 
at one job. And they have to trade their one product or service for everything else they con- 
sume, @ In a planned economy some man or some group of men have to decide what each of 
those people will get for the things they provide for the group, @ But under our free market 
this was settled by the vote of all the people. Each day they cast their combined opinion of what 
shoes and butter and houses and shirts were worth to society, at that moment, by the price they 
were willing to pay for them. @ The question of what goods and services America would pro- 
duce was settled in the same democratic fashion. No one decided whether we would produce 
more refrigerators and fewer sewing machines this year or vice versa. All the people decided 
that in the free market each day, by their demand for refrigerators or sewing machines in com- 
parison with other commodities. @ Profit and wage incentives influenced people to produce 
the goods and services society needed and wanted. 


* If an article or a skill was scarce and society needed it, the price went up and the profit on 
that article, or the wages for that skill, became more attractive, Consequently, more people 
diverted their efforts to meet that demand until the supply became normal. @ If we were pro- 
ducing too much of anything, or too many people entered a trade, we got more of that product 
or service than society needed, and the reverse took place. @ If a business was comparatively 
sale, the profits were small. If it involved a good deal of risk society rewarded the risk-take1 
with higher profits, just as it would pay the structural steel worker higher wages than_ it 
would pay the craftsman who never risked his neck 45 stories above the ground. @ In other 
words, when our system was working most efhciently, profits and wages fluctuated just as prices 
did to indicate what society as a whole needed and wanted produced, 


* The principle of competition in our economy was really a point m our concept of a Free 
Market. But we listed it separately because of the importance the American people attached 
to it. We used competition to prevent people from creating an artificial demand for their 
products and services, and consequently an unfair reward, by controlling the supply. @ It 
also preserved people's right to choose their occupation by keeping the market open to any- 
one who wanted to try his luck at producing a commodity or a service for society. @ And, it 
guaranteed progress by forcing people constantly to improve the products and services they 
offered on the free market. 


*& The American system recognized in the early 1900's that a Free Market had to be policed 
if it were to be kept free. ‘To do this required a power outside the economic community 
greater than any single unit taking active part in the economic life. @ We realized that we 
needed a referee to enforce the rules who had enough authority to handle the biggest player. 
Otherwise that big player might start making the rules over. @On the other hand, we 
recognized that once the referee gets into the game he immediately becomes the biggest play- 
er, and there is no one left to call Ais fouls. @ Therefore, we believed that our government 
should take as little part in our economic life as possible—referee the game but not play in it. 
We believed that it should regulate our economic practices but not control them—enforce 
the rules but not call the play. And we believed that it should govern these activities by law 
and not by men—base decisions on the rules in the book—not on the personal opinions and 
judgments of the referee.—A sequence from the recent ANA-AAAA slidefilm presentation, 
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OLLYWOOD learned lor 


women Comprise the most Important 


w ago that 

sector of the theatrical audience, but 
producers of industrial films have continued 
io overlook a good bet. I'm not advocating 
that commercially sponsored films ape the 
entertainment productions, but the non-the 
atrical film could profit by more of the right 
kind of angling for women. Although women 
have made vital contributions, in both the 
production and consumption stages, to the 
success of entertainment films, industrial films 
have been almost devoid of feminine influ 
ence, From the standpoint of lost opportuni 
ties, this has been an expensive oversight. 


Women MAKE 85°) OF RETAIL PURCHASES 


( 

\pproximately eighty-five percent of all re 
tail purchases are made by women; and the 
largest adult 16mm _ picture audience is to 
be found ready-made in women’s clubs. Add 
to this eagerly receptive audience the high 
school and college home economics classes, 
the Parent-Teacher Associations, the church 


1-H Clubs, and Red Cross classes, 


and you have a tremendous feminine au 


groups, 


dience mounting into the millions. The 
sponsor who learns how to appeal to this mass 
market not only wins the approval of present 
day purchasers but indoctrinates future hous¢ 
wives who are now in school. (One far-sighted 


sponsor of a classroom teaching film in the 





home economics field said that if no one but 
the teacher ever saw the film, he would be 
well satishied with his investment, because she 
would continue to pass the doctrine along to 
her students for years to come.) 


Pure LApirs Are Critical AUDIENCI 


How should sponsors appeal to women? 
Phe mere mention of the magic word “films” 
used to be sufhcient appeal to bring out a rec- 
ord audience for a film program because of its 
novelty, but that attraction has worn thin. 
Women’s groups are becoming increasingly 
critical of their film fare and are taking steps 
to protect themselves against inferior presen- 
tations, Many groups have set up committees 
to preview films before allotting valuable pro- 
gram time to a production that may not de 
serve a showing. 

If a film is to be successful, it must be 
planned with the interests of a specific audi- 
\ film on dental 
hygiene addressed to youngsters of junior 
high school age should have an entirely dif- 


ence constantly in mind. 


ferent treatment from one on the same subject 
intended for showings before adult groups; 
an approach to the subject that would be most 
effective with men might have very little ap- 
peal lor women. 

\ sales manager who carefully speculates 
on the reactions of his satesman audience to 
an inexpensive training film outlining selling 
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techniques may thoughtlessly squander a 
much larger budget on an institutional o1 
product information film intended for con- 
sumer groups that will leave those same con- 
sumers — most of them women absolutely 
untouched by his arguments. But effectively 
planned films directed at the vast audience 
of American women can change the buying 
habits of the nation, sway public opinion, 
affect national legislation, or win an infinite 
amount of good will. 

If you want an emotional response from 
your audience—if you want them to feel thai 
your company is an admirable institution that 
is performing a much needed service for hu 
manity, if you want them to believe that youn 
product is an excellent one and they should 
make more and better use of it, if you want 
them to write their Congressmen in protest 
affecting 
your company or product—by all means us« 


against discriminating legislation 
a sound motion picture, and present your 
thesis in a dramatic story told in the dialog 


and actions of screen characters. 


Most of us are ham actors at heart, but 
women usually have a more strongly devel 
oped sense of drama than men and utiliza 
it to relieve the monotony of their daily rou 
tines. It’s woman’s sense of the dramatic that 
causes her to build a complete story with 
strong dramatic conflict around a chance re 
mark or even a furtive exchange ol glances 
between acquaintances. I suspect that women 
more than men indulge in daydreams, be 
cause such routine chores as ironing, dusting, 
mending, and dishwashing leave the mind 
free to wander at will. That's why even the 
meager offerings of the daytime radio serials 
have achieved a huge feminine following. Al- 
though the harassed “soap opera” heroines fre 
quently arouse the sympathy of their audience 
of housewives, the chief reaction of the average 
listener is a feeling of superiority to the good, 
but oh, so misguided heroine of her favorite 
“cliff-hanger,”’ who is constantly pursued by 
doubts, seems incapable of reaching decisions, 
and invariably trusts the wrong persons to 
make them for her. 

Self-identification with the typical 
opera” heroine must be very trying to the lis- 
tener’s ego, a tactical error which wise. film 


“soap 


producers will avoid. But self-identification 
of a nature complimentary to the audience its 


In the home (left) where visual selling meets the family 
or in mass audiences of women (see below), the woman's 
wpoint merits special attention. 





























































greatly to be desired, and a well planned 
movie can readily induce such audience par- 
ticipation by portraying screen characters who 
are confronted by problems similar to those of 
the members of the audience, which the 
screen characters solve satisfactorily and in 
believable fashion. It is important that the 
problem be one that is common to the mem- 
bers of the audience. It may be a question of 
self-improvement: physical appearance, cul- 
tural appreciations, getting along with peo- 
ple. Women strive eternally to improve them- 
selves and their homes; they are especially 
avid for information that will make them 
better home-makers: how to cook, sew, dec- 
orate their homes, care for their children, And 
women show as much concern as men in ways 
of increasing the family income and manag- 
ing it more efficiently, 

If the subject matter appeals to the audi- 
ence, a helpful instructional film need not be 
a movie to command their undivided atten- 





School audiences of today contain purchasing 
power for the homes of tomorrow. 


tion for twenty or thirty minutes. In many 
instances the motion picture moves too rap- 
idly for the audience to grasp important de- 
tails. If the group is small enough to permit 
discussion afterwards, the filmstrip actually 
does a much better job of imparting detailed 
information because individual frames can be 
reviewed at will and retained on the screen 
as long as necessary. 


Were NerepD THE WOMAN'S VIEWPOINT 


And who best understands the woman’s 
viewpoint? Obviously, films addressed to au- 
diences composed largely of women will more 
closely represent the audience’s point of view 
if the script is written by a woman. Because 
its management was quick to recognize this 
fact, the largest advertising agency in the 
United States has acquired an outstanding 
reputation in the field of consumer goods 
purchased by women. ‘To understate the 
case mildly, this attitude has not been preva- 
lent in the commercial film industry, Speak- 
ing before a Home Economics in Business 
group, the president of a reputable film com- 
pany complained that the production of home 
economics films under the technical super- 
vision of women home economists presented 
a dificult problem to his organization because, 
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being men, they didn’t understand what the 
home economists wanted. Recently the home 
economics director of a well-known advertis- 
ing agency complained even more bitterly 
that she has investigated dozens of producers 
throughout the United States and had found 
only one that could intelligently discuss her 
problems with her—an organization featuring 
a woman on the staff. 


OTHER KINDs OF FILMS AFFECTED 

Films addressed to women as consumers are 
only one of many types of industrial films that 
can profit from a consideration of the wom- 
an’s angle. Too often sponsors and producers 
overlook the fact that a film designed to train 
salesmen to sell any product that may even- 
tually be used by a woman will be a much 
more effective sales instrument if it embodies 
the woman's point of view. 

What contribution can a woman make to 
a training film designed to teach retail clerks 
how to sell heating equipment? Heating 
equipment is usually sold by a man to a man 
who buys it with the acquiescence of his wife. 
But remember that even though a heating ap- 
pliance has been bought, paid for, and in- 
stalled, it has not been sold to the fullest 
extent—to the point where word-to-mouth ad 
vertising results in the optimum number of 
new prospects—until the housewife, too, has 
been completely sold on the appliance. 


SuBjectTiveE AttirupE Gors DEEPER 


A man selling to men will stress the me 
chanical features of the equipment and _ the 
quality of its construction, but a woman 
knows that women are apt to take a much 
more subjective attitude: What advanatges 
will the appliance give me and my family? 
How will it look in our home? What will my 
friends think of it? How much of my time 
and attention will it require? How safe is it? 
How clean? How dependable? How flexible? 
Is it expensive? How much does it cost to 
operate? What repairs can a woman make on 
the spot if a repairman isn’t immediately 
available? Since women tend to close thei 
minds to technicalities they do not readily 
understand, the adroit salesman must find 
ways of explaining the mechanical aspects of 
an appliance in terms of the housewife’s own 
interests and experience, and in this respect 
a woman script writer can be of invaluable 
assistance, 


Another service of prime importance that 
is best performed by a woman script write1 
in the guise of a shopper is the assignment 
of shopping for heating appliances to learn 
exactly what retail clerks are telling thei 
customers. How much do they know about 
the product, and how much are they able to 
convey to their customers? What are they say- 
ing that is successful? What mistakes are they 
making? On the basis of such actual experi- 
ences the most efhcient and practicable sales 
technique can first be evolved and then dem- 
onstrated in films. 

Of course, a great many training films are 
shown to an audience of women. Thirty per- 
cent of all people now employed are women, 
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Featured players in NTA film “Time Out” 


TIME OUT FOR HEALTH 


Sponsor: National TPuberculosis Association. 
Film: Time Out! 
Yorke Studio. 

*% Time Out!, the lourth in the series of films 

produced for the National Tuberculosis Asso 


Producer: Emerson 


ciation is the dramatized account of one man’s 
battle with tuberculosis from the time of dis 
covery to the arrest of his disease 

\ major problem in the treatment of tuber 
culosis is that too many cases do not complet 
the period of rest and recuperation necessary 
for recovery. Too many leave the sanatorium 
partly well only to suffer a relapse late 

Phis film illustrates the despair of one man 
upon realizing he has TB. Through the wise 
counsel of friends and the sanatorium stall he 
gradually comes to triumph over the psycho 
logical difhculties that stood between him and 
his “‘cure’’, 

One important point which the film estab 
lishes is that a great part of a TB victim’s will 
to recover must be supplied by his family and 
friends. The TB sufferer must be urged to 
stay through his long period of convalescence 
until he is truly and not just seemingly well. 
\s there are approximately 500,000 cases olf 
active TB in the United States today, half of 
them unknown, the audience of their families 
and freinds numbers several million, and it is 
these people the film is most anxious to reach, 
Phe death rate of tuberculosis is about 10°; 
of active sufferers, or 50,000 annually. If those 
recovering would complete their “cures” this 
rate could be materially reduced. 

Technical Notes: 
black and white, directed by F. Howard 
O'Neill, Cast includes June Lockhart 


has since scored heavily on the 


Time Out! is 26 minutes, 


(who 
Broadway 
stage), Donald Cook, and Dorothy Peterson, 
with John Harvey, as the TB victim. 
Distribution: Theatrical distribution through 
Emerson Yorke, the producer, and through 
local arrangements by county TB associations. 
Non-theatrically, the film is part of a Visual 
\ids Unit comprising Time Out!, a filmstrip 
Me vs TB, and coordinating audience refer 
ence guide The Winner, 16mm distribution to 
clubs, civic groups, etc., is by arrangement ol 
county TB associations. 
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Athletic Institute Surveys Films 


63°,, OF OBJECTIVES ACHIEVED IN RECREATION FILM PROGRAM 


IXTY-THREE PERCENT of the care- 
fully measured 250 test showings of 
community recreation film programs 

of The Athletic Institute, Inc., accomplished 
one or more of seven definite objectives set 
forth by the Institute, Efforts of this national 
non-profit athletic and recreational organiza- 
tion to select audiences and maintain distri- 
bution control were effective in limiting film 
audiences to 60 percent within groups capable 
of direct action on the Institute’s objectives. 

The implications of these two-fold achieve- 
ments by a national organization are worthy 
ol considerable study by associations and com- 
mercial sponsors at large. For the Athletic 
Institute's supporting membership of leading 
producers of athletic equipment, these solid 
results were translated into immediate action 
on a broadened 1948 program of increased 
public service through films, 

Boarp Approves EXTENSIVE FILM PROGRAM 

The most direct result was approval by the 
Institute’s Board of Directors of an extensive 
new production program of sound and silent 
sports teaching aids for community recreation 
programs, schools, colleges and church groups, 
\ new sound motion picture designed to 
interpret recreation leadership is already in 
preparation. The effects of the past year's 
showings upon the sale of sports equipment 
was not considered an objective but it appears 
evident that increased participation in ath- 
letics would have important bearing on sales. 

President of The Athletic Institute is Col. 
Theodore P. Bank, wartime head of the U.S. 
Army's athletic and recreational program. 
Col. Bank's task was set forth in part in his 
own inaugural statement: 

“As a result of steadily rising standards of 
living and constant reduction of working 
hours the entire nation faces increased leisure. 
Provision for recreational Opportunities is a 
very definite responsibility of every town and 
city recreation is a necessity for all, not a 
luxury for a privileged few. The goal, there- 
lore, of every community should be provision 
lor adequate leisure time opportunities for 
everybody.” 

Iwo Picrures Mape As First Projects 

One of the first major projects The Insti- 
tute developed under its 1947 program was 
the production of two 16mm sound color films 
designed to develop community conscious- 
ness necessary to initiate or expand these 
recreation opportunities under a complete, 


PrcrurrED AT Lert: top to bottom, are scenes 
from The Athletic Institute’s color slidefilm 
presentation to its Board of Directors on the 
progress of its film program in 1947, The 
map shows concentration of prints (shaded 
states); 500 audiences were selected for the 
survey described on this page and asked the 
leading questions in panel four. 63°%, success 
was reported and the result is—more films! 


year-round, all-age athletic and recreation 
program. The film Playtown, U.S.A. was the 
first subject in the history of recreation to 
present the full story of community organi- 
vation in this cause. 

As a companion film, the Institute released 
$/,000 for Recreation, This presentation, fea- 
turing Chicago's noted Director of Recreation 
V. K. Brown, offered sound advice on how 
service clubs can invest wisely in a complete 
recreation program for their communities, 

SpeciFIC Resutts ARE GIveEN IN SURVEY 

In answer to the Institute’s survey late in 
1947, 250 groups using the films reported as 
follows: 

1. 19 groups said the films were wholly re- 
sponsible for organizing a planning commit- 
tec. 14 more credited them with being partly 
responsible. 

2. 17 groups said the films were wholly re- 
sponsible for loosening purse strings, while 
11 more gave them an “assist.” 

3. 12 groups answered that the films definitely 
were responsible for initiating a new program, 
15 groups, who have initiated recreation pro- 
grams since the films were shown, awarded 
them partial credit. 

1. 17 groups stated that the films were respon- 
sible for winning a decision to expand recrea- 
tion facilities. 

The necessity for adequate leadership was 
brought home to 7 groups; 17 groups reported 
help on settling recreation plans. 

“Fitm SALESMAN CLosep 63°, Or Cais” 

Finally, 28 groups stated that the films were 
invaluable in winning public support for 
their recreation programs. In_ percentages, 
concludes the Institute’s recent slidefilm pres- 
entation to its Board of Directors “our sales- 
man, single-handed, closed 63 percent of his 
calls, From that evidence we can only con- 
clude that our present film program is doing 
its job.” 

\ total of 167 color prints of Playtown, 
U.S.A, and 112 prints of $/,000 for Recreation 
are in nationwide use. Outright non-profit 
sales of these two subjects totaled 80 prints; 
59 were placed on long-term loans in states 
where recreation needs determined value; 129 
prints are distributed through the nationwide 
regional exchanges of Association Films. Only 
11 prints were kept by the Institute's own 
ofices for special situations, Chicago Film 
Studios was the producer of these films. Pro- 
duction and distribution arrangements were 
supervised by Russ Opterbeck, Field Director 
for the Institute. 

The first film program has by no means 
completed its mission. Institute officials see 
“a good four years’ use for the program.” 
New films added to the present program will 
extend into schools and colleges as well as 
broadening service through community action 
groups. e 
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VISUAL TRAINING REPORT: 


NRFA Retail 
Film Program 
Delivers Sales 


RESULTS 


N'TIL 1947, the home furnishings field 
was one of the least frequent users of 
visual training techniques. 

Kut within months last year, that tradition 
received a major overhauling under the enter- 
prising auspices of the National Retail Furni- 
ture Association. ‘The enormity of the changes 
which have taken place can be summarized in 
these accomplishments reported at the Janu- 
ary, 1948 meeting of the Association's Board 
of Directors: 

A program of fifteen full-color sound slide- 
films under the series tithe Practical Selling of 
Home Goods has been produced under the 
direction of James P. Oliver, the Association's 
able manager of the merchandising division. 
Vogue-Wright Studios, Inc. of Chicago and its 
associates, Haig and Patterson, were the pro 
ducers of the entire series. 

More than 1,100 home furnishings retailers 
throughout the U. S. are regularly using this 
comprehensive sales training series and have 
acquired new sound slidefilm projectors and 


screens in the past year for that specific pur- 
pose, It is estimated that more than 25,000 
individual store employees are affected by this 
training program. And it is still growing as 
new users adapt the series to their 1948 train- 
ing plans. 

The most conclusive evidence of training 
results was provided in a survey questionnaire 
returned by hundreds of stores and reported 
to the Association's Board in January, Here 
are the two most significant questions and 
the factual answers: 

(1) Have the sales training films helped 
vour salesmen handle customers more skilfully 
and intelligently? 94.9°, of the stores gave 
this question an emphatic YES. 5.1°,, thought 
it was “too soon” to tell. 

(2) Has the use of NRFA sales training 
films increased sales? A convincing 65.6° of 
the retailers said YES again, And an addi- 
tional 5.59, said “maybe”, while 26.7°, 
thought it was “too soon” to declare this 
specific and all-important value, Only 2.2°; 





said “no” they did not think that the films 
had increased sales. 

Phe NRFA spent months studying highly 
successful wartime film training techniques 
before producing these films, Realizing that 
home furnishing retailers are once again laced 
with a real selling job that calls for better 
trained sales personnel, the Association pro 
gram was aimed to prepare members’ statls 
to “know more about furniture and hon 
decoration than their customers.” 

This series of 15 films was designed to train 
new salespeople, returning veterans and to 
bring the “old-timers” up on their toes. They 
were created to increase sales by making bette 
salesmen, armed with product information 
and selling ideas. ‘The films bring the factory 
into the store, show how furniture is construct 
ed. In visualized natural color and precis¢ 
sound text, they give the salesmen a thorough 
knowledge of woods, construction, — basi 
weaves and patterns in fabrics and floor cover 
(CONTINUED ON PAGE THIRTY ) 





SELLING A Marrress ts demonstrated in the 
NRFA slidefilm on “Bedroom Selling.” 
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Goop INTERIOR DecoRATION through prope) 


placement seen in “Furniture Arrangement.” 


SELLING FLOOR CoveRINGs is pictured in the 
NRFA color slidefilm “Foundation Selling.” 
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Here...by DEVRY...1s the 
that Out-Performed the Field i 





%& The Projector that by metered 
test out-performed the field for 
brightest, clearest pictures! 


Be guided in your own 16mm. sound-on-film 
equipment purchases by the recent experience of 
one of America’s foremost manufacturers. Accept 
the results of this manufacturer's exhaustive test 
of the equipment of six major projector builders. 
Consider the following high spots of this Big 
Industry test: 
LIGHT OUTPUT: The “Super 16” out-performed all 
competitive projectors for most brilliant illumina- 
tion by 40% to 250%... This means you get bright- 
est, Clearest pictures with a DEVRY. 
SOUND: Excellent. Came closer than any other pro- 
jector to conveying actual room presence of repro- 
duced sound . . . This is your assurance that voice, 
music and sound-effects in your films will be repro- 
duced at the exact pitch at which they were origin- 
ally recorded. 


9 


%& The Projector that by metered  %& The Projector that reflects ad- 
test out-performed the field for 
truest-to-life sound! 


vanced engineering in (1) design, 
(2) materials, (3) performance. 


CONSTRUCTION: Lightweight for easy portability. 
Sturdy ... Rugged . . . Insuring long, trouble-free 
performance . . . First projector with magnesium 
alloy (Dow Metal) projector mounting plate for 


maximum strength, minimum weight! 


OPERATION: DEVRY “Super 16's” were rated sim- 
ple to operate. Your DEVRY’s require no special 
training to set up, thread, focus or rewind—factors 
vital in commercial projector selection. DE VRY’s 
are notably kind to film. 


Get the utter maximum out of the broad opportun- 
ities sound motion pictures offer you today. Accept 
the unchallengeable results of recent Big Industry 
tests of top-rated 16mm. sound-on-film projectors. 
Buy DEVRY “Super 16’s’’—the entirely new pro- 
jectors that out-perform the field. 


DEVRY Corporation, 1111 Armitage Avenue, Chicago 14, Illinois 








Here's the salesmai's projector . . . as light and easy 
to carry as a sample case .. . as easy to Operate as a 
portable radio... yet capable of the quality projection 
that justifies the cost of your film productions. 
Brilliant 750-1000 watt illumination, thrillingly life- $ 
like sound! Matte-white screen fabric on projector 
door facilities individual film showings, when desired. 
Your DE VRY “Bantam” has many BIG projector fea- 
tures, such as: 2000 ft. film capacity... sound and silent 
peoceenen . ..» motor-driven rewind . . . automatic 
oop-setter, A.C.-D.C. operation, etc... . features that 
make DEVRY projectors “wanted most by most people!” 
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DeVry “Bontam's” have adequate illumination (750-1000 
Watt) for projecting brilliant pictures in auditoriums. 





Single Case “Bantam” with built-in 6” 
P. M. speaker, readily detachable. 








































































(Left) Dual Case “Bantam” with projector 
and amplifier in one case, P. M. specker 
in separate matched case. 


An ENTIRELY NEW projector...not just a“new model”... Designed to Equal—or hx 





The smartest looking, smootheiit p 









* EXCLUSIVE! NO OTHER PROJECTOR & 
Patented Vernier “Auto-Magic™ Film Position 
Uninterrupted Film Performances. 


show when lower loop is lost due to damaged 
coreless threading. These annoyances ore a thing 
past through the potented Vernier Film Positionet) on 
exclusive DEVRY feature 


ye TORTURE TESTED IN YOUR PROTECTION: 
From information gained on strength and strain by Bub- 
jecting preliminary models to terrific vibration sts, 
DEVRY engineers hove built extra sturdiness, longe| life 

, | 


into your “Super 16's.” 
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16mm. Sound Projector 
an unbiased Big Industry Test! 


r ixcel-Army-Navy Performance Specifications for 16 mm.Sound Projectors’ 
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joothe:it performing, sweetest running projector EVER—and by far the most beautiful. 





With any standard photographic light meter—make your own compara- 
tive test of the super brilliant illumination you get in DE VRyY’s “Super 
16.” To be convinced that the “Super 16”’ out-performs them all when it 
comes to sound, compare its amplification of a difficult piano interlude. 
Check these additional “Super 16” features: 2000 ft. film capacity. Both 
sound and silent projection. Fast motor rewind. Theatre projector framing. 
improved tilting and levelling mechanism. Exclusive ‘““Auto-Magic” film 
positioner. Coated projection lens; coated condenser lenses: Absolute 
film protection. Supreme portability. Sim- 
plified set-up, threading, focusing. Many 
basic improvements protected by seven 
patents issued——four pending. 





* * * 


* the "Super 16"°—in its glistening, matched Dura-alu- 
minum cases—is the Commercial Model (DeVry “11000 
Series") designed and built to equal or excel Army-Navy 
performance standards for 16mm. Sound Equipment. 


ONLY FROM DeVry do you get 16mm. pro- 
jectors designed and built by the same crafts- 
men whose 35mm. equipment is used to pro- 
| duce the “perfect show” in the World's finer 
theatres. 
ee - Pictured are DE VRY's new 12000 SERIES” 
ss, longe| life , theatre projectors for 250-seat to 6,000-seat 
} theatres— Drive-ins up to 1,000-car capacity. 
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NRFA Training Films 


(CONTINUED FROM PAGE TWENTY-SEVEN) 


ings as well as the proper use of color, 

Ihe key to the all-out use of color through 
out this series reveals an important basic fac 
tor in its training use, namely: the realization 
by all sales personnel of the present-day use 
of color in home decoration and furnishings. 
Lavish use of color by all manufacturers of 
furnishings, fabrics and accessories was evident 
in the recent mid-winter Chicago furniture 
market, All salesmen and especially the “old 
timers’ needed this slant. 

Iherefore, coftor became an essential and 
inherent part of the NRFA program. Colon 
use presented these basic problems to the 
producers: 

(1) Production of color originals with high 
fidelity. 

(2) Duplication of color release prints with 
equal fidelity and at reasonable cost. 


EMPLOYEE VALUE CITED By DEALERS 
What the stores think of this program can 
be reported in the words of a few of them: 
“We believe that our sales people will re- 
lect the knowledge gained through this pro 
gram in selling more and better home furnish 
ings. We are also planning to show the pic 
tures before local organizations such as 
women’s clubs and high school classes."’"—a 
Danville (11l.) furniture dealer, 

I believe my employees have received 
much value from them. We have had enjoy- 
able meetings discussing the points of thes¢ 
hims and sales points on merchandise here in 
the store.”—an Elkhart (Ind.) furniture dealer. 

“I personally believe that the combination 
of the visual film, the textbook procedure and 
the small samples of veneer gives to a sales 
organization just about all that they need, ex 
clusive of good leadership and good income.” 

the personnel director of a large Pittsburgh 
department store. 


EacH Suspjyecr aA “VisuAL Ais Univ” 

The factual details behind this broad 
training program are most interesting. ‘The 
titles are listed elsewhere in this article. Very 
littke has been overlooked either in prepara 
tion or execution, Each of the titles is ac 
companied by an illustrated manual (with a 
copy for each employee) and all meetings are 
conducted around this “visual aids unit’ which 
consists of the sound  slidefilm, illustrated 
manual and actual wood and fabric samples, 
as required, Under the guidance of a discus 
sion leader or training supervisor, the pro- 
grams may be held as semi-monthly sales 
meetings, as store-wide meetings, combined 
with a dinner or breakfast session or through 
small training groups, 

Ihe NRFA survey revealed other very use 
ful information along these lines: 

In the stores, 42.5% said that the owner 
handled meetings as the leader and 25.8°; 
said that the manager was in charge. 

100°, of the stores reporting agreed that 
the “pictures generally hold the interest of 
the audience.” 


51°, show the films more than once to the 
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same group, while 42.99% “sometimes” show 
the films again. Only 6.1°, never repeat a 
program, 

97°, follow the showings with discussion 
periods. A low 3°, used the films without 
follow-up discussion. 

Ihe time element was especially interesting. 
35.1% reported a discussion period of only 
15 minutes after each showing; but 44.2% 
took a full half-hour for discussion and 18.6°% 
took from three-quarters to a full hour for 
follow-up discussion. Only 2° 
than an hour. 


, took more 


72.6°, Finp Discussion Is “Livery” 


There was good testimony supporting the 
value of visual training techniques in the 
survey figures which revealed that 72.6°% of 
the stores felt that the discussion was “‘general- 
ly lively.” 26.3°% felt it was “casual” and only 
1.1°, considered it “dull”. 

The actual meeting procedures were re- 
vealed in other parts of the survey which re- 
ported as follows: 

(1) 68.7°, of the leaders previewed the 
film before showing. 31.3°% did not, 

(2) 75.5°% of the leaders read the manual 
before the showing. 24.5°, did not prepare 
to that extent, 

(3) 45° of the stores reporting felt that 
the manuals were essential, But another 52°; 
thought they were “helpful” and only 3% 
thought they were “unnecessary”. 80.4% 
thought the manuals were “about right in 
length”. 

Other meeting details which will be helpful 
in similar retail situations were covered by 
these reported facts: 

(1) 58.4°, of the stores reported that they 
held their training sessions in the evening. 
39.6°,, held them in the morning. Only 2° 
of the meetings were held in the afternoon. 

(2) A very significant factor was revealed 
in the following question and answer: “If 
held in the evening on employee's time, is 
attendance consistently good, spotty or low? 
A staunch 98.2°% reported that it was consist- 
ently good, 1.8°% said it was spotty. 


PREPARED AND SUPERVISED BY EXPERTS 

Phe NRFA training program was prepared 
and supervised by Association merchandising 
experts in collaboration with a panel of out- 
standing retail sales executives. All films were 
produced by Vogue-Wright on a fully profes- 
sional basis with experienced actors and 
narrators, The films were released beginning 
last year on a month-by-month basis, Theit 
cost to NRFA members was based on a formu- 
la involving the number of employees. The 
films were supplied on an outright sale basis. 

You can just about summarize the value of 
this program to the stores from this final sur- 
vey question: 

When the present series of fifteen films has 
been completed by your group, do you favor a 
continuance of slidefilm training for your 
store personnel? A rousing 98.9°%, of the stores 
said yes! Only 1.1% said no. ° 


SASE 


LISTORIES 


LIBERIA: RUBBER REPUBLIC 





Sponsor: Firestone Tire and Rubber Com- 
pany. Film: Liberia—Africa’s Only Re- 
public, Producer: Lewis Sound Films. 

* In 1924, Harvey S. Firestone in a letter to 

Secretary of State Charles Evans Hughes wrote: 

“If the rubber industry could be developed in 

Liberia on a large scale, it would not only 

bring relief to the United States for commer- 

cial purposes, but it would be a safeguard in 
time of natural emergency.” 

lime has proved Mr, Firestone’s prophecies 
to be correct, From the time of the Japanese 
seizure of Singapore and the Netherlands East 

Indies to V] Day, the Firestone Plantations 

Company in Liberia was the sole producer of 

concentrated natural latex for the United 

Nations. In the current world situation, Amer- 

ican influence in Liberia has assumed great 

strategic importance as a transatlantic foot- 
hold. 

Firestone’s venture in Liberia began with 
negotiations for the right to lease up to one 





CAMERAS IN AcTION as Vernon Lewis films 


“Liberia” for the new Firestone series. 


million acres of land for rubber growing. At 
present the company has leased 210,000 acres 
and has cleared and planted 80,000 acres on 
which there are ten million rubber trees rang- 
ing in age from one to 21 years. 

With the development of high-yield strains 
known as “proven clones”, Firestone’s Liber- 
ian project constitutes the world’s largest plan- 
tation of improved, high-yielding rubber trees. 

In 1945, Charles Morrow Wilson, newspap- 
erman and author, lived in Liberia lor several 
months to gather information for his book, 


Titles of 15 Home Furnishing Slide Films 


1. The Connecting Link 8. Color Balance 
>, Woods and Finishes 9. Furniture Arrangement 
0 ali P 
’. Furniture Construction 10. Room Balance 
ll. Living Room Selling 
4. Styles in Fabrics 
5 
> 
7 


l Dining Room Selling 
Styles in Floor Coverings " 

1 

I 


%. Bedroom Selling 
Styles in Furniture 4. Bedding Selling 
Color Harmony 5. Foundation Selling 


BUSINESS SCREEN MAGAZINE 


Libertia—Africa’s Only Republic, Inspired by 
this, in 1946 Firestone engaged Mr. Wilson to 
supervise a motion picture depicting modern 
Liberia and the Firestone plantations. 

Lewis Sound Films was engaged for the pro- 
duction and Vernon Lewis and his staff ex- 
posed 27,000 feet of color film during three 
months in Liberia late in 1946 (BusINEss 
SCREEN, June 1947). From this footage one 
master feature has been released—Liberia- 
Ifrica’s Only Republic, 

Phis film, introduced at previews last month 

in Washington and New York, depicts a pretty 
complete story of Firestone’s activities in the 
Negro republic, and something of the nature 
of the country, its government, and people. 
Technical Notes: From the main 55 minute 
feature, six additional films will be fashioned: 
Firestone in Liberia, a 25 minute version, is 
particularly adapted for general company 
public relations, and incorporates condensed 
sequences from all of the main film; Rubbe) 
in Liberia, a 30 minute educational film, will 
be used for showings to employees, suppliers, 
customers, and industrial organizations; Med1?- 
cine in the Tropics is a 25 minute picture 
showing the facilities of Fuirestone’s health 
and sanitation foundations in Liberia, and 
some of the results of Firestone endowed re- 
search in tropical medicine; Trade School in 
Liberia is a 10 minute film showing modern 
training techniques introduced by the com- 
pany among native Liberians; Liberia Plays, 
10 minutes, shows folk arts, dances and crafts, 
and is edited for school distribution; Liberia’s 
Democracy is a special 10 minute picture made 
lor the Liberian government showing the leg- 
islative, judicial and executive branches of 
the government in action. 
Distribution: All seven films will be available 
for group showings by arrangement with 
Firestone district offices, Other distribution 
plans are now under consideration, 


Stewart-Warner Sales Slidefilm 

* Released recently at the Stewart-Warner 
Corporation sales convention was the new 
black and white sound slidefilm, Wish to 
Heaven, produced by Bowman Films. The 
new film was designed to supplement an earli- 
er production, Miles Ahead, that presented 
a complete product story on their electric 
fuel pump. 

The current film. translates this factual in- 
formation into selling language, demonstrat- 
ing how to use it to arouse interest, make a 
presentation, overcome objections, and close 
the sale. 
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MAKING IRONING EAsy are (1 to r) Director 
Lloyd Durant, with script, Mary Proctor, con- 
sultant, Jinx Falkenburg and Tex McCrary, 
featured players in the new fielm. 


WOMEN’S FORUM PICTURE 
Sponsor: Proctor Electric Company. Film: 
Ironing Can Be Easy. 
Producer: RKO Pathe, Inc. Agency: 
Newell Emmett. 
* The Proctor Electric Company, which man- 
ufactures electrical household appliances, has 
been conducting Women’s Forums in various 
large cities demonstrating a new style of iron- 
ing which eliminates long hours at the iron- 
ing board and permits the housewife to do her 
work sitting down. 

As a means of boosting the coverage of this 
forumn-style public education work, Proctor 
will soon release a new film, tentatively titled 
Ironing Can Be Easy, demonstrating ironing 
techniques with Proctor products, and featur- 
ing Jinx Falkenburg and Mary Proctor, chief 
demonstrator for the company. 

Technical Notes: The 2 reel film, photo- 
graphed in commerical Kodachrome (RKO 
Pathe’s first venture in 16mm color) is based 
on the Tex (McCrary) and Jinx television 
program. 

Distribution: The film will be incorporated 
into Proctor’s Women’s Forums and through 
Modern Talking Picture Service, Inc. to wo 
men’s clubs, department stores, etc, 
CO-OP LEAGUE MILK FILM 


Sponsor: The Cooperative League of the 
U.S.A. Film: Jnside Story of Modern 
Milking. Producer: Tomlin Film Produc- 
tions. 

* This is a film with a two-fold purpose: (1) 

educational, to explain the process of milk 

production in the cow and offer the latest in- 
formation on modern milking methods; and 

(2) commercial, to show how the National 

Cooperatives’ Universal milking machine pro- 

vides faster and more scientific milking. 

The Cooperative League's picture is also 
a cooperative venture, Prints have been sold 
to regional and local cooperatives at a pro- 
rated production and print cost, and rentals 
are low-priced, but sufficient to maintain the 
League's film distribution department on a 
self-sustaining basis. 

Technical Notes: /nside Story of Milking is 

a 30 minute picture in color. Both animation 

and live action are used to illustrate recent 

findings on the subject by Professors Peterson 


and Dahlberg of the University of Minnesota's 
Dairy Husbandry department. 

Distribution: Phrough the Cooperative 
League and other cooperative groups in addi- 
tion to many school and college film libraries. 


NAIA’S MEMBERSHIP REPORT 


Sponsor: National Association of Insurance 
Agents, Film: Your Best Policy, Producer: 
Caston Productions, Hollywood. 

* The National Association of Insurance 
Agents was founded in 1896 to combat the 
chaotic conditions existing in the insurance 
agency business at that time. Believing that 
the insurance agent was “the only man with- 
out insurance’, with little equity in his own 
business, and with no control over a business 
he had taken years to establish, the N.A.LA. 
has championed his cause successfully for over 
fifty years. There are now 24,085 member 
agencies throughout the country. 

Robert L. Bliss, public relations director of 
the association, states the purpose of the film 
in these words: “Our studies indicated that 
many of our members were not fully ac 
quainted with the services available to them 
as Association members, and prominent in ou 
consideration was the fact that almost four 
thousand new member agencies have joined 
the association since the close of world war II. 
We chose film as the quickest and most effec- 
tive way to point up the historic background 
of the 51 year old trade association (which is 
one of the country’s largest) and to dramiati- 
cally emphasize the work of the association in 
service to its membership. While designed 
primarily as an internal public relations ve- 
hicle, we feel that the film will have appeal 
to other trade and civic groups who have com- 
mon interest with us in membership promo- 
tion techniques, and in the development of 
vigorous trade groups under our American 
economic system.” 

Technical Notes: 25 minutes, black and white. 

Distribution: Prints are available to membe1 

agencies and other qualified groups from 

headquarters offices of N.A.I.A, state associa- 
tions, or from the Public Relations Division 

of N.A.I.A., 80 Maiden Lane, New York 7. 


On Attitudes and Traffic Safety 

*® The Jekyll-Hyde personality of the average 
motorist and the recklessness of the teen-age 
driver are the targets of a new traffic safety 
film — Destination, Death — produced for the 
ZuricH GENERAL ACCIDENT AND LIABILITY 
INSURANCE Co., Chicago, by BurTON HOLMES 
Fitms, INc. 

A 15-min sound slidefilm in black-and- 
white, Destination, Death stresses “attitude” 
as the key to traffic safety. By means of a 
dramatic story, the film makes its point and 
works in material on the do’s and don'ts of 
safe driving. 

The production, which contains no adver- 
tising, is being offered on a free loan basis to 
schools, police departments, civic groups, and 
others interested in accident prevention. 
Bookings may be made through Zurich agents 
as well as through the company’s home office 
at 135 S. La Salle St., Chicago. 
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FS fin has a definite bearing on their income. 
«wy When the average employee learns his job, 

©+ but sees that he is not working with the skill 
c) er speed of more experienced help, he feels 
he will never become a good watchmaker and 
looks for another job, 


Solution: The company sponsored this three- 





aa part film program to help combat the prob- 
*; Jem on all levels, 
1. The Story of Your Job, first unit of the 
program, is a 1 reel indoctrination sound 
picture shown to new employees at the time 
they are hired. It covers essential facts about 
Hamilton Watch and its product, the type of 
work that is done, and the advantages olf 
working for the organization. 

2. You and Your Company, the second unit, 
These scenes are typical of training sequences in the Hamilton Watch film program. is a silent discussional slidefilm shown to new 
employees the day they report for work. It 
: ae in pre-war years—a_ particularly expensive explains company rules and procedures, the 
HAMILTON WATCH SERIES problem in the watch business because many tools the new employees will work with, and 
of the jobs are difficult to learn, In some a few of the problems he can expect to en- 
Sponsor: Hamilton Watch Co, Films: Stor) operations employees must work months—in counter on fis — job. * pr-canneeng r the 
; : rare departments, even years—before — they personnel department is in charge of this 
of You Job, You and Your Company ttain the Gearee of eficteacy that makes thei showing, and leads the discussion that follows. 
(slidefilm), and Your Tomorrow im th fitable he 5 he third and final part of the program 

Making Today. Producer: Vhe Jam pel ormance protitable to the company, =f y r . # . A Mak : . ee 
Handy Organization, Inc. Hamilton found that some employees quit Is 20uW) GMOTTOM 8 ENE | ping oday, 
soon alter joining the company. A greater another motion picture—shown to groups of 
*® Purpose of this Hamilton Watch Co. film percentage of those leaving, however, quit in workers whose job records indicate they are 
program is three-fold; to recruit prospective what is known as the “plateau” period, the about to enter the “plateau” period. It 
employees, to indoctrinate new employees, time ol which varies according to the particu frankly tells the employee that he may be 
and to instruct those still in training. lar job. It is the period during which the entering a period when he might have doubts 
Like many companies during this postwar worker has learned his job, but has not yet as to whether or not he is suited for his job. 
period, Hamilton has been troubled with s acquired the skill and dexterity to become a It reminds him of the message given when he 
curing and retaining adequate help. Their really ctheient operator. Since the majority first joined the company, and then proves, 
recent turn-over has been much higher than are paid on an incentive basis this lack of (CONTINUED ON PAGE FIFTY-TWO) 











How Fonda solves 
your biggest 
developing problem 


When uncontrolled film slack steps in, 
out goes your operating efficiency. And 
profits tumble accordingly. The Fonda 
film developing machine completely 
eliminates this problem through the 
patented Fonda top-friction drive 
mechanism ... which completely con- 
trols the film in process so as to elimi- 
nate all slack. Processes any type of 
35mm or 16mm film (see chart). 


FONDA BASIC MODELS 


' es geen are normal standards. Variations may be obtained by adjusting 
vecd dewe of altering developer loop lengths by the Fonda budt-m adjustment mechaniem 









APPROKIMATE MACHINE SIZES 
hactedes Feed Elev & Werk lebies Bert 





APPROXIMATE OPERATING SPEEDS 











Reverse! 





tees 


FONDA FILM PROCESSING 
EQUIPMENT DIVISION 


ee aes ge aR 


STAINLESS PRODUCTS 
San Diego 12, California 
60 East 42nd Street, New York 17, WN. Y. 


SEND 
For Free Booklet 


Find out why Fonda is America's 
finest film developer by sending for 
your complimentary copy of “The 
World Develops with Fonda.” 
Address Fonda Division, Solar Air- 
eraft Co., 2244 Pacific Highway, 
San Diego 12, Calif. 











32 


BUSINESS SCREEN MAGAZINE 








with the CACGQWARC in 16mm projection 


@ National Carbon Company’s “Pearlex” carbon arc delivers 1100 
lumens of light on the screen through an f./1.6 lens and shutter of 
60% transmission. This is four times as much light as is delivered 
by other types of light sources under identical conditions. 

What does this mean to you? 

1. With a “Pearlex” carbon arc you can seat 400 people with 
optimum visibility ...800 with adequate visibility. 

2. The “Pearlex” carbon arc can be operated for about 1/3 the 
cost of the next best 16mm light source, while delivering four 
times as much light. 

3. The brilliant white light from a “Pearlex” carbon arc makes 
your 16mm color movies glow with the full rich beauty formerly 
seen only in 35mm movies. 


For more information on the use of the carbon arc in 16mm 
projection, write to National Carbon Company, Inc., Dept. B. 


a 





The term ‘‘ Pearlex”’ is aregistered trade-mark of 


NATIONAL CARBON COMPANY, INC. 


Unit of Union Carbide and Carbon Corporation 


UCC 
30 East 42nd Street, New York 17, N.Y 


Division Sales Offices: Atlanta, Chicago, Dallas, 
Kansas City. New York, Pittsburgh, San Francisco 
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SCHOOLS 
COLLEGES 
HOME USE 
LECTURES 
CONVENTIONS 


PROMOTION 


3 


“ASL PRESS THE BUTTON 
SLIDES CHANGE LIKE MAGIC 


P. R. C. AUTOMATIC SLIDE PROJECTOR 


. . . is electrically operated by remote control push 
button slide changer! Handles 75 ready mount or 35 
glass slides . . . then automatically files them (after 
showing) in proper sequence, ready for re-showing. 
The only projector with shutter that automatically 


closes while slides are changing. 


* Pre-projection warming + Patented slide changing 
chamber to prevent buckling mechanism operates by gravity 


and out-of-focus images. without injury to slides. 


¢ Sharp bright projection with + Equipped with 5 inch coated 
300 watt lamp. lens. 


* Friction-drive micro focusing 
device. 


Sturdy carrying case, beautifully finished 
in tan and brown leatherette, has com- 
partments for 4 slide holders, electric cord 
and extra lenses. 


Special screen for 
salesmen designed for 
projection across desk 
con be included ot 
slight extra charge. 





Bichnive Rec Wing Ce mpany 


EXECUTIVE OFFICES © 1240 LAWRENCE AVENUE, CHICAGO 40 
















ILLINOIS 


*% Television set owners in New 
York, Philadelphia, and Chicago 
are lukewarm toward many of the 
video programs they are now re- 
ceiving, but eager for a pay-as- 
you-see system that will telecast 
first run theatrical films, Broad- 
way plays, and other costly enter- 
tainment features not available 
on present-day television. 

Dissatisfaction with present 
programs is greater in New York 
and Philadelphia, served by three 
and two stations respectively, 
than in Chicago; yet owners in 
the latter city are more receptive 
to the pay-as-you-see plan. 

These facts were determined by 
a survey undertaken by William 
Bethke, vice-president of La Salle 
Extension University, Chicago, at 
the suggestion of the Zenith Cor- 
poration, and covering 9,341 set- 
owners in New York, Philadel- 
phia, Chicago, and adjacent areas. 
They substantiate results of a 
similar survey conducted on the 
west coast which indicated that 
73°, of the western viewers ap- 
proved a pay-as-you-see system, 
and only 399% rated current pro- 
grams as “very good.” 

Last summer Zenith announced 
and demonstrated Phonovision, a 
system of charging ‘admission 
fees’ for home video showings of 
entertainment and _ educational 
features too costly for regular 
sponsorship presentation. Phono- 
vision subscribers will receive all 
standard televized programs as 
usual, but will pay for certain 
special showings of new films, 
championship sports events, op- 
era, etc., in their monthly tele- 
phone bills. 


Bethke sent letters to a cross 
section of television set owners 
containing return postcards for 
answering two questions: first, 
was the set owner satisfied with 
the video programs he now re- 
ceives; and second, in addition to 
these programs would he be will- 
ing to pay a reasonable fee for 
home viewing of current stage 
plays, newsreels, and other events 
not available on free television. 

Ihe returns showed that only 
15%, of the set owners queried 
were satisfied with their present 
video fare, but there was a con- 
siderable variation between areas, 
Dissatisfactions were greatest in 
Connecticut, where only 40°, ex- 
pressed approval, as compared 


Video Audience Program Survey 


* BETHKE REPORT FAVORS 


“PAY-AS-YOU-SEE” PLAN ®* 


with 42% in New York, 43° in 
Philadelphia, 51° in New Jersey, 
and 53% in the Chicago area. 

However, 62°; of the owners 
indicated their willingness to pay 
for extra programs. Broken down, 
these figures show that 76°% in 
Connecticut, 70% in Chicago, 
64°, in New York, 52°, in New 
Jersey, and 49°, in Philadelphia 
would subscribe to a pay-as-you- 
see plan, 

Bethke reported that hundreds 
of suggestions for improving pres- 
ent programs accompanied the 
votes, with “too many sports”; 
“need for greater variety’; “more 
and better programs for women”; 
and “less repetition of old movies” 
leading the list. 





Wecan't make all the 


TYPE TITLES 


oe we only make the best 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 EAST OHIO STREET - CHICAGO 11 








For Iémm. Film — 400 to 2000 Reels 
Protect your films 


Ship in FIBERBILT CASES 


Sold at leading dea 


Only rigina 
Fiberbilt Cases 
bear this 
TRADE MARK 
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“la Expanding and Modernizing Acme’s Hollywood Film 


Laboratories, We Proved Micro Equipment Best by Test 
for Every 16MM Editing Job,” says WILSON LEAHY, Vice-President in Charge of Production 


Acme Film Laboratories, Inc., Hollywood, California 
















Modernize With MICRO 
ADVANCED-DESICGN 


laboratory Equipment 


* THE MICRO SYNCHRONIZER 
16MM-35MM Combination 


* THE MICRO SPLICER 
16MM Hot-Splice 


* THE MICRO READER 
“Hum’”-Free; Roller-Smooth 


* THE MICRO VIEWER 
Optically-Perfected 


* THE MICRO INSPECTOR 
Double or Single Channel 


* THE MICRO CLEANER 
*% THE MICRO POLISHER 


THE MICRO 16MM-35MM COMBINATION 

SYNCHRONIZER — Interchangeable Parts Permit 
Rearrangement and Addition of Any Number of 
16MM and 35MM Sprockets in Any Gang Combination. 








A. ME FitmM LABORATORIES in Hollywood were recently awarded the coveted 
contract to process and edit all Associated Press Television film, a tremendous 


16\MM assignment requiring the best laboratory working tools obtainable. 


Acme Chose Micro Professionally-Designed, Precision-Built Equipment to Insure 
Efficiency, Dependability and Economy of Operation, Consistent Professional Results. 


You, too, can increase the efficiency of vour plant, and the quality of your 
product now with MICRO Advanced-Design Film Laboratory Equipment. 


See your dealer or write for complete information. 


ENGINEERING CORPORATION 
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t™~_____ Hold 6 Regional Dealer Meetings 





Scene from “Whenever You Eat” 


FOOD FOR AMBITION 


Sponsor: National Dairy Council. 
Film: Whenever You Eat. 
Producer: Atlas Film Corpora 
tion. 


*® Telling and re-telling the sam 
type of story to the same kind ol 
audience creates an increasingly 
knotty problem, but the National 
Dairy Council and Atlas su 
ceeded in finding a really “dif 
ferent’ and valuable treatment 
of the nutrition story—one which 
the Council and other organiza 
tions have already presented 
innumerable times in the motion 
picture medium, Whenever You 
Eat ties together the vast oppor 
tunities offered American youth 
with the personal ambitions ol 
these youngsters, and demon 
strates the necessity of good 
health (i.e. proper nutrition) in 
attaining the ambitions, This 
device is particularly appropriate 
in view of the wide publicity 
accorded the American Heritage 
Foundation’s sponsorship of a 
“Year of Rededication”. 

Technical Notes: One reel mo 
tion picture in color and sound. 
Distribution: More than one hun 
dred prints are being made 
available by the sponsor, through 
the nation-wide network of over 
50 Dairy Councils, for distribu- 
tion to Government agencies, 
schools, professional, educational, 
and civic organizations, 


POSITION WANTED 

Film Supervisor, qualified to han 
dle complete film program for 
large business or industrial con- 
cern, 
Experienced in production of mo 
tion pictures and slide films from 
“script to screen” including script 
writing, story sketch, directing, 
film editing and sound recording 
on both animation and live ac- 
tion pictures, 

Write to Box 202 
Business Screen Magazine 
812 N. Dearborn St. 
Chicago 10, Illinois 


a) 


NATIONAL ASSOCIATION OF VISUAL EDUCATION DEALERS 
MEET TO DISCUSS CURRENT MARKET TRENDS AND SALES 


*% THE NATIONAL ASSOCIATION OF 
VisuUAL EpUCATION DEALERS will 
hold a nationwide series of six 
regional meetings during Febru- 
ary and March of 1948. The 
schedule, just released by NAvED 
president OLSON ANDERSON, Calls 
for two groups of three meetings 
each, meetings within the groups 
being spaced approximately one 
week apart. 

Here are details on the indi 
vidual meetings: 

Southern — Biltmore Hotel, At 
lanta, Georgia, February 6 & 7. 
Jack Carter, of Raleigh, N. C. 
will be in charge. 

New England Hotel Statler, 
Boston, Mass., Februarv 13 & 14. 


DoucLtas K, HAam™metr of Port- 
land, Me., in charge. 

Eastern—Senator Hotel, Atlan- 
tic City, N. ]., February 21 & 22. 
ArT ZeILLer, of Newark, N., J., in 
charge. (This meeting will be 
held during the American Asso- 
ciation of School Administrators 
convention, through the courtesy 
ot the AASA), 

Midwestern — Hotel Sherman, 

Chicago, Ill., March 12 & 13. Er- 
NiE RYAN, of Davenport, Lowa, in 
charge. 
Melrose Hotel, 
Dallas, Texas, March 19 & 20. 
JOHN GUNSTREAM Of Dallas will 
preside, 

Western—Hotel Clift, San Fran- 


Southwestern 


SWEET 
HOME 


Film Arts Building Corporation has recently purchased the 
eleven-story fireproof film building at 245 West 55th Street, 
New York City, where we have been located for the past 


20 years. 


Loucks and Norling, as part owners of this corporation, are 
now assured of a permanent home for their many facilities 
built and acquired over the years for use in making fine films. 


Loucks and Norling is a self-contained organization of long 
experience, operating for quality and economy. We are serving 
many of the best known companies in American industry. 
Come in and see our latest films in Kodachrome. 


248 WEST SS TH ST. 
MOTION PICTURES . 


SLIDE FILMS . 


‘RORLING 


thi 


NEW YORK CITY 
SINCE 1923 





cisco, Calif., March 25 & 26. How- 
ARD SmiTH of Los Angeles, in 
charge. 

This year, as last, the series will 
include informative talks and 
open forums on subjects of im- 
portance to dealers, film libraries, 
and salesmen. Representatives of 
major manufacturers, film pro- 
ducers, and distributors will be 
invited to the meetings to join in 
discussions of matters of common 
interest, and to speak briefly con- 
cerning their companies’ new 
products and plans. 

Mr. Anderson and Don Wuirte, 
executive secretary will speak at 
all six meetings; Anderson on 
“Increase Your Knowledge to In- 
crease Your Sales,” and White on 
‘*Fair Trade as it Affects the 
Dealer.” 

Further information about the 
regional meetings, including in- 
structions for arranging hotel 
reservations, may be obtained by 
writing NAvep headquarters, 431 
S. Dearborn St., Chicago 5, Il. 


* * * 


Bendix Screen Ad Program 
Budgeted at $250,000 in °47 


@ Spot film advertising of the 
Bendix automatic washer cost 
BenpIx Home APPLIANCE INC., its 
distributors, and dealers, nearly 
$250,000 in 1947, according to 
STEWART Roberts, Bendix sales 
promotion head and ad manager. 

United Film Service Inc. han- 
dled distribution of the Holly- 
wood-produced trailers to more 
than 1,800 small town and neigh- 
borhood theatres where they were 
seen by an estimated 73,771,000 
persons, Roberts said 1,275 Ben- 
dix washer dealers participated in 
the ad program, bearing approxi- 
mately half its cost—the balance 
being equally divided between 
manufacturer and _ distributors. 
Contractors for the showings run 
into 1948. 

* * + 

Shoe Industry Supplier Has 
Sound Picture on Operations 
@ From Forest to Fashion is a 
l6mm sound film recently spon- 
sored by Vulcan Corporation of 
Cincinnati, Ohio, portraying the 
many steps in the manufacture of 
shoe lasts and ladies plain wood 
heels. The film starts in the 
Northern Woods with logging op- 
erations and carries on through to 
the finished heels and lasts. Pro- 
duced by Film Associates, Inc., 
Dayton, Ohio; it is narrated by 
Fred Brophy. The film is black 
and white and has a running time 
of thirty minutes, 
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The Visa Tone Projector 
(CONTINUED FROM PAGE 10) 
how the Visa Tone works 
have not been revealed vet, 
for obvious reasons, the ob- 
servable facts are these: 

The “record” is standard 
disc diameter, but about halt T k a 
an inch thick. The top of this o make re your pictures are 
container is one of the usual 
recording surfaces. The other 
sides are metal, forming a 


Qs 4 


“can” for the film inside, Vhe 
under side of the record has a 
hole in it which fits over a 
device on the top of the plavy- 
er. The record is simply fitted 
on the turntable, a_ locking TH SCREEN 
handle turned, the pickup ON 
needle placed in the sound 
groove, and a sync-sound mo- 
tion picture is ready to go. 
From here on the observe 
at present must conjecture 
what occurs within the film 
container. We can assume that 
an optical system beams light 
through a single thickness of 
the film, all still in the can, 
and reflects the image down to 
the lens below for projection, 
The operation is carried on 
entirely within the “record”, 
and the film is never touched 
or taken out of its housing, 
nor is rewinding ever re- 


hn peranc ae 1723, @) | Owe (@)\ E AMPS 


The Visa Tone machine 
itsel{ is about the size of a 
table model radio, It can, of . e 
course, be made in different = iene the kind inost projector manufacturers 
sizes and housed in many a ii i 
kinds of cabinets, alone or in . eae + 
conjunction with radios, use as TC) equipment wi 
phonographs, or television re- 
ceivers. Its utility for projec- 





tion uses is limited only by 
the size of the film image, 


which is printed on 8mm. Don’t let a burn-out spoil your show! "GET A SPARE!” 


But if the Visa Tone be- 
trays no more Operating prob- All types and sizes of G-E projection lamps now available 
lems than were evident in this 
early demonstration, financ- 


ing of manufacture and dis- 
tribution should be no prob- e 
lem. There are a few ques- 


tions to be answered on 
worked out before the Visa 


Tone is on the market, in this GENERAL ELECTRIC 
reporter's opinion. For ex- 
ample: can it be mass pro- 
duced at the estimated retail 
price quoted? If the film is 
sufficiently loose in the can to 


MORE THAN 800 AVAILABLE FILMS IN ALL FIELDS OF SPORTS 


permit between-layer scan- 


; Sia a It’s Available Now! The Sports, Physical Education of sport from Archery to Wrestling. Gives descrip 
ning, will it stand up under . se . aa . r 

; ‘Il cincl and Recreation Film Guide, listing more than 800 tion and sources on every topic, Only 50c¢ per copy 
repeated use, Oo Ww . . . : . . : . 

I 7 oe sound motion pictures, slidefilms, etc. in all fields postpaid, Discount on quantity orders. 
and dust scratches givedt o , 

nes , Order today from Bustness SCREEN, 812 N. Dearborn, Chicago (10) 

short. life? —Kerr : 
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Minneapolis-Moline Shows Two 
New Farm Picture Programs 

@ Saga of the Soil and Pioneers 
of Progress are the two latest ad- 
ditions to the list of sound motion 
pictures sponsored by Minneap- 
olis-Moline Power Implement 
Company, for distribution to the 
general public. Both are in 16mm 
sound and color, 

Minneapolis-Moline was the 
first farm machinery manutfac- 
turer to produce its films entirely 
in sound and color, a policy in- 
stituted at the time color was first 
introduced, Each year, its dealers 
throughout the United States and 
Canada make the screenings ol 
the annual new films a communi- 
ty event, which frequently result 
in many requests for prints from 
high schools and colleges. 

The first of this year’s new films, 
Saga of the Soil, illustrates the im- 
portance of agriculture to man, 
and traces the history of its de- 
velopment from primitive ages to 
the present day. To obtain nec- 
essary material for the picture, 
the producer, Darrel Brady ol 
Calabasas, Calif., visited the Nea 
East, Africa, and Europe and 
photographed scenes in a total of 
14 different countries on fow 
continents, Many of the primi 
tive implements used by pre-his- 
toric man are shown as well as 
location shots of places historically 
important to. agriculture. 
Through the cooperation of the 
National Museum of Switzerland, 
the producer was able to obtain 
authentic data on farming meth 
ods during various periods of his- 
tory in many parts of the world. 

In addition to scenes taken in 
Switzerland, F rance, Denmark, 
and Italy, he photographed meth- 
ods of farming on the islands of 
Jersey, Guernsey, and Friesland, 
and along the Tigris and Eu- 
phrates rivers and the Nile valley. 


POSITION WANTED 


Cameraman experienced in 16mm 
and 35 mm work, single and dou 
ble system sound 
Have had 314 years experience 
as an Army Air Force cameraman. 
Have also done commercial pho- 
tography prior to and after the 
war. References available. 
Address Box 200 
Business Screen Magazine 
512 N. Dearborn St., Chicago 10, 


recording. 
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In the PP? icruRe PARADE 


For dramatic contrast, the film 
concludes with a sequence show- 
ing mechanized soil cultivation 
on a modern American farm. 

Pioneers of Progress, the second 
film, features the modern agricul- 
ture machinery that is helping 
today’s farmer improve his pro 
duction, his income, and his stand- 
ard of living, It points out that 
with all his modern equipment, 
the farmer is still a pioneer in 
that he continues to seek wavs of 
obtaining more trom his soil with- 
out depleting its fertility, and 
ways of utilizing land that is oth- 
erwise non-productive. 

The film is aimed at those who 
are interested in the construction 
of modern machines for the farm 
and in their various uses. Anima- 


tion is used in a number of se- 
quences to show construction and 
operation of internal parts, 

Pioneers of Progress was pro- 
duced by Reid H, Ray Film In- 
dustries Inc., St. Paul, Minnesota. 
Part of the animation was pre- 
pared by American Film Co., also 
of St. Paul, 


Armour & Company is Producing 
“Pantry Meal Magic” in Color 
@ Pantry Meal Magic, third in 
a series of comsumer relations mo- 
tion pictures sponsored by ARrM- 
ouR & COMPANY, is now in pro- 
duction at AssOCIATED FILMAKERS 
Inc. studios in New York. The 
new sound film is being produced 
in Kodachrome and will run ap- 
proximately 20 minutes. 


$$ 


S—> Rocaert Pictures, Inc. 


CREATORS OF 


GUIDED lm MISSILES 
FOR NEARLY A QUARTER OF A CENTURY 


6063 Sunset Blvd. * Hollywood, Calif. 








Scene in The Swings to Maremont 


DUAL-PURPOSE SLIDEFILM 


Sponsor: Maremont Automotive 
Products, Inc. Sildefilm: The 
Swing’s to Maremount. Pro- 
ducer: Atlas Film Corporation 

* To combine the sales, sales- 

training, profit, and manufactur- 

ing stories about Maremont muf- 
flers into a single half-hour slide- 
film, and to make this single pro- 
duction serve two distinct audi- 
ences, jobbers and dealers, were 
two of the problems with which 
Maremont and Atlas were faced 
in planning The Swing’s to Mare- 
mont, Another problem were the 
audiences themselves who, in ad- 
dition to just being told, had to 
be told in a manner strikingly 
different from the many presenta- 
tions of similar stories. After pre- 
liminary conferences and treat- 
ment outlines, it was decided that: 

(1) the film would be a drama- 

tization rather than a one-voice 

narration; and (2) the main char- 
acter would be a jobber-salesman 
telling (and selling) the owner of 

a service outlet, 

Synopsis: We meet the jobber- 

salesman pointing out, and dem- 

onstrating, the three prime con- 
cerns of the dealer: profit, ease 
and speed in doing the job, and 
stock identifications. When the 
dealer asks “Why Maremont?” the 
jobber enumerates the functions 
of a muffler, and in explaining 
them presents the Maremont man- 
ufacturing story — research, pro- 
duction, inspection, packaging, 
and warehousing — showing how 
these functions are safeguarded. 
A dramatic sequence demon- 
strates the “self-cleaning action” 
of the Maremont product, as op- 
posed to the gas-retention quali- 
ties of some other makes. The 
jobber then “goes through the 
line” listing all the Maremont 
exhaust system accessories. Finally 
he shows the dealer how, through 
merchandising and various pro- 
motional devices (including ad- 
vertising, mailing pieces, scratch 
pads, pencils, book matches, etc.) 

Maremont actually helps both 

jobbers and dealers make sales. 

Technical Notes: Black-and-white 
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slideflm with sound; running 
time 30-minutes, 

Distribution: The production is 
already being successfully shown 
by the sponsor to established and 
prospective dealers and distribu- 
tors through the country. 

State Department Gets 16mm 
Picture on Hoover Dam 


@ SIMMEL-MeEseErRvVy, Beverly 
elills, California, producers, have 


recently completed The Story of | 


Hoover Dam, an educational doc- 
umentary for foreign release in 
the State Department—sponsored 
series of informational films on 
America. 

Ihe four reel film, in black and 
white, is the story of how Hoovei 
Dam came to be—through the co- 
operative efforts of the people of 
the Southwest petitioning Con- 
gress, and the free enterprise sys- 
tem working in and through gov- 


ernment action, 


SAFETY FILMS: Insurance 
Company’s Film Precedent 

@ An appeal to the profit motive 
keynotes More Profits Too, a 
sound-and-color motion picture 
now in production for Avuto- 
Owners INSURANCE COMPANY at 
the CapiraL FitmM PROpUCTIONS 
studios in East Lansing, Michi- 
gan. Auto-Owners executives ex- 
pect the new film, which will run 
22-min, to set a precedent in the 
field of industrial safety presenta- 
tions. 

In explaining the company’s 
decision to sponsor the project, 
Auto-Owners president, V. V. 
Mou ton, said: “There is a lot of 
material available right now for 
shop workers on the do’s and 
don'ts of accident prevention. So 


far as we know, however, this will 
be the first attempt to dramatize 
the need for organized accident 
prevention, strictly in terms of 
management. Even our title was 
selected for its appeal to execu- 
tives.” 

Major use of the film will be 
by accident prevention counselors 
who cooperate with firms insured 
with Auto-Owners in setting up 
and conducting industrial safety 
programs. The film will not ex- 
plain the plan in detail but will 
establish the basic principles and 
show their adaptability in busi- 
ness organizations of almost any 
type. Screenings will be followed 
up by a handbook giving details 
of the plan and the specific steps 
in its Operation. 

Auto-Owners plan to distribute 
More Profits Too through its 


agents across the nation, Any 
management group can make 
booking arrangements with the 


local agent or by contacting the 
company’s home office in Lansing, 
Michigan. 


New Sound Slidefilm Aimed 
for Truck Driver's Safety 
@ A 144 frame sound slidefilm en- 
titled The Tragic Road to Safety, 
has just been released for purchase 
by COMMERCIAL FiLMs, ING., 
Cleveland, Aimed at truck driv- 
ers, especially drivers of tractor- 
trailers, the 27-min film empha- 
sizes sale driving practices as the 
only method of avoiding accidents. 
Tragic Road was produced un- 
der the supervision of JACK R. 
Lewis, service director, ATLANTA 


PERSONNEL SERVICE, Baltimore, 


Md. The commentary is cut on a 
double-faced 16” disc (33% 
rmp) . 


Below: Scenes from 144-frame sound slidefilm “Tragic Road to Safety” 
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STUDIOS, INC. 


469 EAST OWIO STREET+ CHICAGO It, ILLINOIS 


MOVIE & SLIDE FILM DIVISION 
CHICAGO 


STONE-WRIGHT 
NEW YORK 


stTubios 





Producers o| 


15 Full Color Sound Slidefilms 
for 
Association 


The National Retail Furniture 


‘Practical Selling of Home Goods” 





The Audio-Visual 
Projectionist's Handbook 


A Graphic Illustrated Color Guide to Best 
Principles of Good Business Showmanship! 









Here is the graphic, illustrated color guide to good show- 
manship and correct operation of all types of audio and 
visual equipment. Now being widely used throughout 
industrial, school and church field, Best operator train 

ing manual now available. 


Price One Dollar, Postpaid 


AUDIO-VISUAL PUBLICATION HEADQUARTERS 


812 N. 





DEARBORN STREET, CHICAGO (10) 























Producer Jerr 
and Frank FE. 
NBC exec 


Fairbanks left 
Mullen (right 


iwe-president 











NBC Signs Jerry Fairbanks 
to Handle Video Film Shows 


@ Television's latest film pro 
gramming pact was announced in 
January when the NATIONAI 
BROADCASTING COMPANY and 
JERRY FAIRBANKS PRODUCTIONS ol 
Hollywood completed negotia 
tions under which the Fairbanks 
organization will produce and 
supervise NBC's entire video film 
program. 

The significant agreement calls 
lor the 


hundred 


production of several 


feature television film 
programs annually, a joint an 
NBC and Fai 
banks Productions revealed. 

All pictures will be filmed ex 


clusively for 


nouncement by 


video and will 
feature new lighting techniques 
and program formats developed 
by the Fairbanks company. Films 
Fairbanks 
studios, including Public Prosecu 


now underway at 


tor which stars John Howard, 


Mary Beth 
Hughes, are included in the pact. 


Anne Gwynne, and 


The agreement was signed by 
FRANK FE, MULLEN, executive vice 
president of NBC, and Producer 
Fairbanks following several 
months of negotiations 
“We regard this as a_ highly 
significant step toward the imple 
mentation of at least one type of 


Mullen 


said. “It is essential that television 


television programming,” 


films be of first-class quality, It 
is equally essential that television 
determine the type quality and 
standards of the pictures that 
they are to put on the air. 
“The 


pictures, however, requires facili 


production of motion 


ties and techniques which are 
possessed bv the Fairbanks organi 
vation. | am grateful for the 
have concluded 
with Mr. Fairbanks whom I re« 


gard as an outstanding producer, 


arrangement we 


“This agreement should stimu 


late cooperation between the 
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television and motion picture 
industries.” 

The network will specify the 
types of film desired and will 


acquire all distribution rights. 
Fairbanks will be responsible fon 
production under NBC's general 
supervision, it was revealed. 

The Fairbanks organization 
will be identified with all film 
telecast by N BC 


tures will carry the 


and video pi 
Fairbanks 
trade mark, it was announced. 
Immediate enlargement of Fan 
banks’ New York offices is plan 
ned, the producer revealed. An 
experienced staff will be main 
tained for story and production 


conferences and complete studio 





established. A 
heavy eastern production schedule 


facilities will be 


is contemplated with a_ large 
percentage of Fairbanks’ filming 
set for New York, 


Fairbanks also plans expansion 
Hollywood with 
facilities to be greatly increased 
1948 and 1949. 


The producer expects to acquire 


of his studios 
during 


film from outside sources to aug- 


ment his own production of 
special video programs. This 
film, however, must meet the 


standard and quality to be es- 
NBC video film 
Fairbanks also ex- 
pects to contract work to other 


tablished for 
programming. 


studios until his expansion pro- 


oe ...@ completely integrated photographic service for the 
production of sound motion picture films ... for industry and education. 
Recording studio, editing, animation, and laboratory facilities . .. 
for other film producers and photographic departments of other industries. 
Superior 16mm. duplicates with or without optical effects... black 
and white or full color. Write for further information. 


® Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 


® Producing films by the 16mm. 
method for 15 years 


© Lab Capacity of 112,000 16 mm. feet per day 


to make... 


Large quantities of prints! 


Color Prints with Optical Effects! 





BUSIN 


gram reaches the point where 
facilities are large enough to meet 
production requirements. 

In preparing the films for 
television, Fairbanks will use new 
lighting and camera techniques 
developed during three years of 
research. Patterned after radio’s 
usual format, the video pictures 
will be designed to play individu- 
ally or serially, Shows will be 
15, 30 and 60 minutes in length. 
\n “open end” technique will be 
used, allowing space for the 
sponsor's message at the begin- 
ning and end of programs, All 
shows will be written, directed, 
enacted and photographed  es- 
pecially for telecasting. 


TELEVISION REEL 


ABC Readies Chicago Studios 


@ AMERICAN BROADCASTING Com- 
PANY has retained the Austin 
Company, engineers and builders, 
to handle construction of ABC’s 
new television and FM_ installa- 
tions in Chicago. 

Proceeding according to ABC 
plans and specifications, the Aus- 
tin Co. will supervise the build- 
ing of transmitters on the roof 
of Chicago's Civic Opera Build- 
ing, and a studio inside the struc- 
ture. 

Frank Marx, ABC director of 
general engineering, said the net- 
work will temporarily operate a 
television studio in the suite once 
occupied by the late Samuel In- 
sull, Chicago utilities magnate. 
These quarters later became the 
first Chicago headquarters ofhces 
of Business ScrEEN, The publica- 
tion is now housed in its own 
Chicago building. 


Veterans Administration Will 
Make Television Film Series 


@ THe VETERANS ADMINISTRATION, 
according to CAPTAIN JOSEPH 
Beattie, chief of the VA VisuAL 
Alps Division, is planning to pro- 
duce 16mm 
filmstrips which will carry mes- 
sages and announcements to vet- 
erans via 
stations. 
A sound track will be carried 
on the strips so they can be used 
on any standard 16mm _ projector 
— a departure from the usual 
method of recording the voice 
separately on a disc and synchro- 
nizing it with the projected film. 
Felevision stations are expect- 


sound directly on 


commercial television 


ed to use the sound-strips in sus- 


taining “spots” just as VA-pro- 
duced transcriptions are now used 
in commercial radio. 


(SEE OTHER TELEVISION PAGES) 
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Edison Slidefilms Aid Salesmen 


SERIES OF SOUND SILDEFILM MEETINGS NOT 
ONLY TRAIN SALESMEN BUT FOLLOW THROUGH 


* “No motion picture or 
slidefilm will train a salesman 
to be a good salesman unless 
he works at it himself.” 

Using this theory as a 
guide, the Edison Electric In- 
stitute’s series of sound slide- 
film meetings, produced by 
Vocafilm Corp. has been de- 
signed to not only train sales- 
men but to insure that this 
training is used and that the 
salesman works at the knowl- 
edge he gains. 

The series represents the 
EEI’s determination to get 
away from just handing out 
films to its member companies 
without any indication of how 
they should be used or what 
results were attained by their 
use, . 


RESULTS FOCAL Point 

The entire program is fo- 
cussed on what the salesman 
does with the information 
contained in the films. The 
first consideration after each 
showing is “What is the sales- 
man going to do to put into 
immediate use the specific 
points brought out in the 
film.” The emphasis is on the 
meeting as a whole rathe 
than purely on the film. The 
meetings have been produced 
and written by the Vocafilm 
Corp. as a complete sales 
training program. 

The Institute’s program is 
divided into groups: bas ic 
sales training and product 
sales training in several cate- 
gories. Member companies di- 
vide their salesmen roughly 
into four groups: residential 


@ West Coast TELEVISION, a 
feature review of tele in that 
area will appear in March, It 
was too lengthy for this edi- 
tion, 


(home appliances) , commer- 
cial (school and office electri- 
cal equipment), rural (elec- 
trical farm equipment), and 
power (large industrial equip- 
ment), All these groups at- 
tend meetings on the basic 
principles of salesmanship to- 
gether and then attend meet- 
ings applying only to their 
special field, 

Ihe basic series of meetings 
is geared so that new salesmen 
can absorb as much as possi- 
ble of the material without 
getting mental indigestion. 

Vhe first basic film presents 
the challenge to the salesman: 
tells him what the course is 
all about and explains the ad- 
vantages of electrical selling. 
It analyzes the product in 
terms of the benefits the con- 
sumer wants to buy, 


Prospect NEEDS FIrs1 

In the second basic film 
how the prospects makes his 
decisions in sequence is 
brought up. He must  pri- 
marily have a need; the prod- 
uct the salesman is offering 
must meet this need; it must 
be a good buy; and it must be 
worth the cost, 

The third basic film points 
out how different prospects 
respond to different buying 
decisions. 


ExpANpD Basic MATERIAI 

Each of the five succeeding 
basic meetings Consists of 
steady expansion and _ polish- 
ing of this material, While the 
preliminary series of eight 
basic meetings is working out 
a skeleton presentation for 
each type of prospect and sit- 
uation, the salesman works 
out his own application of the 
material and a self improve- 


(CONTINUED ON PAGE 45) 








AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 





MUNTZ-SHORE PRODUCTIONS: 6425 HOLLYWOOD BLVD 
HOLLYWOOD 28 = CALIF 

















adie Was Sensationg) 


Yes, Sadie made her reputation in “Rain,” but “Rain” 
or shine, Mole-Richardson lighting equipment was help- 
ing make those epic pictures that pioneered many 
modern-day entertainment techniques. During the last 
twenty years “Molinkies” and “Molarcs” have been 
standard equipment in every major motion picture 
studio, winning five Academy “Oscars” for their con- 
tributions to the film industry. Today they are preferred 
by professional photographers everywhere. 


The M-R MIDGET 


Here’s a small lighting unit that offers real 
illuminating punch. Designed around a 4'2- 
inch Fresnel condenser lens, and a 200- 
watt globe, it gives five times the usable 
illumination of other small lamps. \t's ideal 
for filling shadows or as a prime light 
source for table-top photography. Price de- 
livered, including base-plate, 25-foot cord 
with switch, globe, and Excise tax $25.40. 





““MOLIGHTING’”’ EQUIPMENT 


Midget Spot * Baby Solarspot * Junior Solarspot * Senior Solarspot 
Cinelite %* Single Side Lamp * Double Sidelamp * Duarc 
Molarc Type 90 * MolarcType 170 %* Molarc Type 450 





SEE THESE LIGHTS AT YOUR DEALER OR WRITE FOR CATALOGUE 

















Are You Using the Audio-Visual Projectionist’s Handbook? 


Thousands of business concerns, schools and churches begin basic 
training in best use of audio-visual materials with the Audio-Visual 
Projectionist's Handbook. Only $1.00 postpaid from Business 
SCREEN, 812 N. Dearborn St., Chicago (10). 
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B & H Names Paul Wagner as 
Educational Sales Manager 


@ Paut A. Wacner has been ap 
pointed sales manager of the Edu 
cation Division, Bett & HOwEeELL, 
Chicago. Wagner was the U, S. 
Navy Dept.’s first audio-visual aids 
officer, and has served as educa 
tional adviser at the Naval Wat 
College. In his new position he 
will supervise sales of Bell & How 
ell products to educational insti 
tutions, under the direction of W. 
\. Moen, general sales manager, 
H. Booth, merchandising 


and J. 
vice-president, (Picture below). 





Carl Krueger Heads Western 
Sales for Radiant Lamps 


@ Cart L. Krurcer has been ap 
pointed West Coast district man 
ager for RADIANT LAMP CorRPORA 
rion, Newark, N. |. He will main 
tain offices at 2665 Hollyridge 
Drive, Hollywood, Calif. 


Prior to his new appointment, 
Kruger was with the Jam Handy 
Organization in Detroit, first as 
manager of the projection depart 
ment, then in the sales depart 
ment where he handled such ma 
jor accounts as American Tobacco 
and General Motors. (See cut). 











Harry GRUBBS 


Grubbs to Victor Animatograph 
@ Harry C. Grusss, formerly 
vice president of Hollywood Film 
Enterprises, Inc., has accepted the 





is EXECUTIVE 


AS PRODUCERS OF MOTION PICTURES 
AND SLIDE FILMS . 


appointment as manager of the 
western sales division for Vicror 
ANIMATOGRAPH CORPORATION, 
Davenport, Lowa, 

Grubbs will handle the promo- 
tion of Victor 16mm equipment 
to dealers and distributors in Cal- 
ifornia, Oregon, Washington, 
Idaho, Utah, Montana, Arizona, 
and Nevada, and will open offices 
in both Los Angeles and San Fran- 
cisco. 

Victor Animatograph is the 
country’s largest exclusive adver- 
tiser of 16mm equipment and 
maintains the largest service or- 
ganization in its field. 

Los Angeles Schools recently 
acquired nearly 500 new Victor 


sound projectors. 






We are proud to have had the opportunity 





s of participating in recent new and signifi- 
wee cant applications of the film technique... 
fe 

4 @ to remold the educational methods of a 
Se great religious body 

“ @ totell the story, on television, of television 
% leadership 


@ to dramatize and clarify the theories and 


fact 





practices of teaching 


@ motivate workers through sound, assimi- 
lable economic information 


@ to augment successful employee relations 
programs by using emotion as well as 


@ to help train, sell, convince, and activate 
throughout the business world. 


PATHESCOPE PRODUCTIONS 


The Pathescope Company of America, Inc. 
“Pioneer in Industrial and Educational Films” 
580 Fifth Avenue, New York 19, New York 
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W. C. DeVry (left) and Harry Monson 
(right) work together for Community 
Fund drive and win laurels. 


Projector Sales Executives 
Head Community Fund Divisions 
@ Watching W.C. (Bit) DeVry, 
president of DEVRY CorPoRATION, 
and Harry Monson, vice-presi- 
dent and sales director of AMpRO 
CorPORATION work together in 
friendly harmony to aid Chicago’s 
Community Fund Drive, you 
wouldn't suspect that they are 
competitive manufacturers of mo- 
tion picture equipment. 

During the recent Community 
Fund campaign DeVry was chair- 
man of the Professional Group 
and Monson led the Photograph- 
ic Industry Group of Chicago. 
Both were awarded red-feathered 
“Oscars” for going over their as- 
signed quotas. 

Whether it’s working together 
for a philanthropic cause, or play- 
ing together in pursuit of a golf 
ball, Bill and Harry exemplify 
the friendly feeling that can exist 
among competing firms. 
Bardwell & McAlister Move to 
New Burbank Plant Quarters 
@ Barpwett & McA ister, Holly- 
wood manufacturers of lighting 
equipment and camera and mo- 
tion picture production accesso- 
ries, has moved to new and larger 
quarters in Burbank, California. 
In the new location all operations 
can be combined under one roof. 
Mailing address, however, remains 
the same: Box 1310, Hollywood 
28, Calif. 

Screen Adettes’ Lloyd Tingey 
New Southern Branch Manager 
@ Lioyp Tincey, for the last 
eighteen months SCREEN ADETTES 
EQuipMENT Corp. sales represen- 
tative in the San Joaquin Valley 
area, has been appointed com- 
pany branch manager for South- 
ern California. Tingey represents 
products manufactured by RCA, 
Beseler, Viewlex, Popular Science 
Publishing Co., and others in the 
a-V equipment and materials 
field. 

Other company offices are main- 
tained in San Francisco and Port- 
land, Ore, 















Jack Coffey Forms Company 
for Visual Training Sales 

@ Jack C, Corrry has announced 
the organization of his own com- 
pany to serve business and indus- 
try as national distributors ol 
visual training aids and programs. 
Known as the Jack C, CorFrry 
Company, the new concern estab- 
lished headquarters in Chicago 
this month with offices at 20 
North Wacker Drive. 

Coffey will serve as exclusive 
distributor in the United States 
and Canada for the JAM HANpby 
ORGANIZATION’S packaged sales 
training series, including sound 
motion pictures and sound slide- 
films, and will also distribute the 
necessary projection equipment to 
firms using this material in then 





FREE-A FILM DIVIDEND 


A FREE DIVIDEND IS IN YOUR LIBRARY 
Your film represents a large investment 
that you MUST protect. Like a valuable 
tool, it needs periodic MAINTENANCE 
and MODERNIZATION. As changes in 
product and policy occur, corresponding 
hanges in your film should be made to 
enable it to maintain the highest sales or 
nstructional efficiency. 
A GREATER UTILITY for your film invest 
ment may be had by having several ver 
sions of the same film, each directed to 
different fields. 
All these things constitute a NECESSARY 
PROTECTION for your investment—your 
film. 
DYNASTY OFFERS 
MODERNIZATION SERVICE 

Your films can be ‘rejuvenated’ by: 
ADDITIONAL FOOTAGE 

To introduce new approaches 

To replace obsolete scenes 
NEW NARRATION 

To freshen and add sparkle 

To emphasize certain points 
NEW MUSIC AND SOUND EFFECTS 

To build emotional reaction 

To more effectively tie various sequences 

together 

RE-EDITING 

To smooth rough spots 

To blend all factors into 

and purposeful film 

This is a modernization feature which 
an ‘revitalize’ your film library, and act 
as investment insurance. YOUR FILM 
INVESTMENT MUST BE PROTECTED. 


HERE IS YOUR FILM DIVIDEND 
THE DYNASTY FILM CLINIC can take 
several OBSOLETE films, and, with new 
narration, sound effects, and music, pro 
duce a SPARKLING NEW SUBJECT. 
The cost to you—ALMOST NOTHING— 
Truly a film dividend. 

THE CLINIC is designed to doctor films 
that may be slightly OBSOLETE, ROUGH 
IN SPOTS, or generally in NEED OF 
REVISION. 

THE CLINIC is staffed with the finest 
technicians in the business, with back 
yrounds of many years and hundreds of 
films that have made Hollywood's films 
the world's finest. 


FREE 
A COMPLETE DIAGNOSIS of your film 
at NO COST TO YOU. SEND YOUR 
FILMS AND INQUIRIES TO 


DYNASTY FILMS 


5625 Sunset Blvd. 
Hollywood, California 


one dynamic 
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visual training programs. All 
available Jam Handy sales train- 
ing units, as well as those now 
in production and scheduled for 
release this year, are included in 
the deal. 

At present principle films in the 
Jam Handy training kits include 
Tne Face in the Mirror, a 30-min 
sound production starring Acad- 
emy Award winner James Dunn, 
and Selling America, a 20-min 
sound job which has become a 
classic example of the power and 
dynamic expressiveness of business 
motion pictures, 


“BEHIND COUNTER” SERIES 

The Jam Handy slidefilm kits 
include Behind the Counter, a 
series of five sound strips, plus a 
meeting leader's guide, showing 
sales personnel how friendliness, 
attentiveness, helpfulness, sincer- 
itv, and enthusiasm make the best 
salesmen; and Selling In America, 
also a five-strip series, showing 
salesmen how periodic personal 
check-ups can improve their work 
and result in higher sales. 

Jack Coffey brings to his new 
venture wide personal experience 
in the audio-visual field, includ- 
ing the last three years as director 
of advertising for Encyclopaedia 
Britannica Films, Inc. For eight 
vears he was an account executive 
with Jam Handy, and has also 
done sales promotion, advertising, 
and sales training work for the 
Frigidaire Division of General 
Motors Corporation, 


PLANS NATIONWIDE OUTLETS 


Cofley Company plans to estab- 
lish a national distributing set-up 
with 
the large metropolitan areas ol 
the country by early 1948. Othe 
will be added later. While the 
Company will specialize in Jam 
Handy productions, it will also 
handle other lines of visual train- 


representat ives spotted in 


ing materials for business use. 


J. C. COFFEY 
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$384.00 Cash Prizes 


FOR THE 6 BEST ANSWERS TO THIS 


$64.00 Question 


(See Details Below) 







































































Leading manufacturers consider packaging so important from a sales 
standpoint that they “police” the condition of packages on their dealers’ 


shelves. Soiled and damaged are removed from display. 


THE $61.00 QUESTION 


Why isn’t the same thoughtful consideration 
given to their sales representatives — 


THEIR MOTION PICTURE FILMS? 


Thousands of dollars, plus a lot of thought, are spent on a film production. 
A lot of money is spent on its distribution. But your film — your representa- 
tive — does it represent YOU to the buying public? 


Is your representative dirty, scratched and nondescript? 


Are faulty projectors marring your presentation? 


There is more to delivering a proper screen message than running 
film through a machine. An unsteady picture; too little or too much 
light which mars the photography; poor sound reproduction; 
machines that cause sprocket damage and scratches — all these 
are factors that must be given serious consideration. MORE 


ABOUT THIS IN THE NEXT ISSUE. 





RULES OF CONTEST 
ES CONTEST 


Just write your answer to the $64.00 question as briefly as possible and 
mail to Box “CS,” Business Screen Magazine, 812 North Dearborn Street, 
Chicago 10, Illinois. All entries must be postmarked on or before midnight 
February 29, 1948. All entries become the property of Comprehensive 
Service Corporation and may be used for advertising purposes. Names of 
contestants will not be published if so requested. Employees of Compre- 
hensive Service Corporation and Business Screen Magazines, Inc., and 
members of their families, are excluded from the contest. $64.00 will be 
awarded for each prize winning answer. Duplicate prizes will be awarded 
in case of ties. 











Judges for the contest will be: 
QO. H. Coelln, Jr., Publisher, 


Business Screen Magazine 


J. F. Garrity, Public Relations Department 
Shell Oil Company 


Russell C. Holslag, Manager 


Precision Laboratories, Inc. 


COMPREHENSIVE 
SERVICE CORPORATION 


245 West 55th Street - New York 19. N., Y. 
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Films of the Nations Group 
Releases 40 Pictures to NBC 


@ Fitms oF THE NATIONS, New 
York, a non-profit membership 
organization, has concluded a1 
rangements with the NATIONAL 
BROADCASTING COMPANY by which 
a series of over forty FON films 
will be televised over NATIONAI 
BROADCASTING COMPANY'S video 
network, 

Ihe series, representing 15 na 
tions, presents general informa 
tion about each country and in- 
cludes surveys of its arts, history, 
handicrafts, sports, and living 
conditions. All films were pro 
duced to create better understand- 
ing among the peoples of the 
world by showing how others live. 
Felevising of the first group in 
the series will start at once. 


Indiana Amusement Company 
Makes a Promotional Film 

@ A l6mm_ promotional motion 
picture in sound and color fea 
turing Washington Park, an 
amusement and resort area in 
Michigan City, Indiana, has just 
been released by the sponsor, 
LAKEVIEW AMUSEMENT COMPANY. 

Che 22-min film, produced by 
WENDELL C. McHenry of Chi- 
cago, highlights the Park’s gai 
dens, beaches, picnic grounds, zoo, 
and “midway” section. —TTwo un- 
usual sequences include close-ups 
of a huge live alligator, and of 
the ‘‘ Ictopus” one of the amuse 
ment devices in the Park. In the 
latter case the camera was taken 
aboard and provides almost the 
exact sensation experienced while 
riding, 

Distribution is being handled 
through the sponsor's offices in 
Michigan City, and through M«¢ 
Henry Films, 537 S. Dearborn St., 
Chicago, Illinois. 


Automotive Parts Association 
Picture Features Stellar Cast 

@A Good Man to Know, new 
sound-and-color film sponsored by 
the NATIONAL AUTOMOTIVE PARTS 
ASSOCIATION, has just been com 
pleted by Harris PRORUCTIONs, 
Inc., Detroit. Eastern studio ta 
cilities were used for the 28-min 
production which features a cast 
of Hollywood players including 
Guy Kibbie, lan Keith, James 
Doody, and Jed Prouty. 

The film was directed by Pau! 
J. Harris, head of the new De- 
troit producing venture bearing 
his name. Recently resigned from 
Tradeways, Inc.. New York, with 
whom he was associated for the 
past three years, Harris formerly 
operated his own organization in 
Chicago. 
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PULIMS wn 


FACTS ABOUT THEIR USE 





@ Continuous showings of Uspa- 
produced and other 16mm _ films 
contributed greatly to the success 
of the U. S, DEPARTMENT OF AGRI 
CULTURE Production and Market- 
ing Administration conference 
which convened last month in 
Colorado Springs, Colorado. 


According to CHESTER LINb- 
srRoM, chief of the Uspa motion 
picture service, attendance at the 
conference totaled more than 350, 
including three or more repre- 
sentatives from each of the 48 
State PMA Committees, members 
of the Commodity Credit Corpo- 
ration, and key Washington ofh- 
cials of the Uspa, 

In a special screening room, 
films were shown “newsreel” style, 
morning, afternoon, and evening 
throughout the entire five-day 


meeting. The motion pictures on 
the program were selected with a 
view toward providing busy ofh- 
cials with an over-all picture of 
current economic and agriculture 
problems. The screening of several 
Uspa productions — including A 
Decision for Bill, It's Your Land, 
Kids Must Eat, Meats With Ap- 
proval, Men Who Grow Cotton, 
and The River—helped give a 
broad cross-section of Department 
activities and programs and 
aroused active discussions of the 
problems treated. 


Veterans of Foreign Wars 

Organize Film Distribution 

@ ‘The VeTreRANS OF FOREIGN 
Wars are said to have organized 
a film distribution set-up to help 
its 10,000 posts and the 3,500 
chapters of its Ladies Auxiliary 








Ever Hear of a 
BUSINESS FILM 


“TAILOR? 


IF ALL MEN were the same size and shape there'd be 
no need for custom tailors. 


And if all sales and distribution problems were the same 
we wouldn't be in business. 


We wouldn't be in the business, that is, of making sound- 
slide and motion pictures for other businesses. 


For, our job is one of tailoring — fitting our medium of 
expression to an expression of your story. 


The story may be one of salesman-training, or dealer- 
training, or telling millions of consumers the 
why"’ they should buy and use your product or service. 


reasons- 


For thirty years we've worked successfully with some of 
the biggest names in American business. Chances are we 
can also fit your problems to a ‘‘T."’ 





WILLIAM J. GANZ COMPANY 


Producers of Business-Building Films 


40 EAST 49TH STREET * NEW YORK 17, N. Y. 
ESTABLISHED 1919 














obtain 16mm sponsored films suit- 
able to their program purposes. 
The plan is in a_ preliminary 
stage. 

The new Film Distribution 
Service will use the “Sherman 
Plan” for controlled distribution 
of sponsored motion pictures, de- 
veloped by Al Sherman, Washing- 
ton, D. C. film consultant, 

Basic feature of the plan is a 
preview committee of civic and 
VFW leaders which will screen all 
films submitted and give official 
VEFW approval to those accepted 
for distribution to the organiza- 
tion’s 1,750,000 members. 

The preview committee, as or- 
ganized by national headquarters, 
includes: the Rev. Merritt F. Wil- 
liams, Canon of SS Peter & Paul 
Episcopal Cathedral, Washington, 
and national chaplain of the 
VFW; George T. Trial, VFW di- 
rector of education; Sally Cannon, 
past national president of the 
Ladies Auxiliary; Neil Kimball, 
VFW director of public relations; 
Nathan D. Golden, chief of the 
motion picture division OIT, U. 
S. Dept. of Commerce; and Al 
Sherman, film consultant, 


Harris-Seybold Picture Gets 

Record Industry Showings 

@ A new high in film distribution 
in the printing industry is claimed 
for How to Make a Good Impres- 
sion, a 16mm color-and-sound pro- 
duction sponsored by the Harris 
SEYBOLD Company of Cleveland, 
manufacturers of lithographic 
equipment. Produced by PATHE- 
scope, the film deals with recent 
technical advances in lithography, 
and has had more than 300 show- 
ings to over 40,000 buyers of 
printing throughout the country. 


Educational Television Show 
for NEA-DAVI Convention 

@ An educational television pro- 
gram has been scheduled for the 
Atlantic City Conference of the 
Nea Department of Audio-Visual 
Instruction, The program will 
originate in New York City and 
will be channeled through Phil- 
adelphia directly to Atlantic City. 
Provided through the courtesy of 
the National Broadcasting Com- 
pany, it will be featured at the 
luncheon meeting of the Depart- 
ment, Monday, February 23 at 
the Twenty-T'wo Club of the Am- 
bassador Hotel. The event will 
also include a discussion of the 
educational possibilities of tele- 
vision. Requests for reservations 
should be addressed to the De- 
partment of Audio-Visual Instruc- 
tion of the National Education 
Association, Washington, D. C. 
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KEEP FILMS 


? SAFE! 





FILM 
STRIP 
CABINET 
’ 
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- 
FILM CABINET MMII9 ff FILM CABINET MMI02 





FILM RACK RK250 SAFE MODEL FILM CABINET 


FILM CLEANING MACHINE CL-16 | PROJECTION TABLE T-134 


Write for 
Illustrated Literature 
on these and other 
Neumade Models 


PRODUCTS CORP. 


WEST 42°STREET NEW YORK .N.Y 
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Edison Slidefilms 


(CONTINUED FROM PAGE 41) 
ment chart of his work. 

After the program of meet- 
ings on basic salesmanship has 
been concluded another series 
begins which applies specifi- 
cally to the major items each 
g1oup of salesmen handles. 
Each group attends separate 
meetings during this phase of 
the training program, 

Ihe entire program of film 
meetings is designed to get 
away from just showing films 
and telling the salesman to 
go do likewise. In the meet- 
ings much use is made of sales 
demonstrations by the sales- 
men themselves with com- 
ments and constructive cri- 
ticism by the others, thus cor- 
recting individual shortcom- 
ings. Following each meeting 
salesmen are given assign- 
ments on the specific applica- 
tion of the lesson contained in 
the film to their own situa- 
tion, At the next meeting each 
man must report on the re- 
sult of his application of the 
lesson to his sales of the pre- 
ceding week, 

The Edison Electric Insti- 
tute series has been prepared 
to enable district sales man- 
agers, or other conductors of 
the meetings, to find it hard 
not to get results rather than 
hard to get results. A leader's 
guide has been prepared for 
each meeting, which gives 
him information on how to 
conduct the meeting and on 
what material to emphasize. 

Prior to 1940 most sales 
training devices in the elec- 
trical field had been prepared 
by the various manufacturers, 
They were highly competitive 
in nature and concentrated 
mainly on praising the spon- 
sor’s products at the expense 
of his competitor's, 

This brought only confu- 
sion to the salesman. It was 
at best a negative approach 
and carried little of value in 
the way of basic sales training. 
Since then it has been the 
EEI’s policy to use only a 
positive approach to sales 
training, It seeks to train good 
salesmen with sound methods, 
By common agreement the 
manufacturers now supple- 
ment this training not with 
additional competitive train- 
ing material but with infor- 
mative matter in the nature of 
exact product descriptions. 
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USE FILTERS IN COMBINATION 
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THE BARDWELL & McALISTER | 


MATTE 
BOX 


A PROFESSIONAL 
LENS SHADE AND 
MUTIPLE FILTER HOLDER 
IN COMBINATION 













For most 
Complete unit 
shown with base. 16mm and 
Fits any tripod. many 8mm 


cameras 


1. 3" sq. Filters 
3" sq. Graduate Filters 
3" sq. Fog Filters 
3" sq. Diffusion Filters 
3" sq. Gauzes 


THESE FIVE 
SLIDES HOLD 


ALL THESE FILTERS 


2. 2%" Round Filters 
2%" Round Diffusion Filters 
Standard Pola-Screen with 
90° Arc Adjustment 


3. 2" sq. Square Filters ‘ 2 ; 
Saha Nie Here is a matte box and lens shade with which you 


can get every effect and combination the camera 
men in the major studios of Hollywood use...such 
as gauzes for fog effects, cigarette burnouts, and 
sky effects as well as filter combinations. 


2" sq. Graduate Filters 

2" sq. Fog Filters 

2" sq. Gauzes 

NOTE — A duplicate 2" square 
slide accepting same filters as 
listed in No. 3 is furnished with 
each unit. 


Its angle of acceptance permits use with a 15mm 
lens on a 16mm camera. Unit is supported on slide 
rods dovetailed to a camera base, permitting easy 
horizontal or vertical adjustments for quick 
4. Adapter forE.K. Series Vi Filters Camera or lens changes. 

Any 1%" diameter Filter : : : : : 

A series of removable slides in various sizes accepts 
all the standard filters, gauzes, pola-screens and 
gelatins listed at left. This permits the cinema- 
tographer to quickly combine filters in many 
desired combinations heretofore impossible. 


5. 1 to 4 gelatin Filters 
(2 extra slides furnished) 










This is the Lens Shade and Filter Holder 
for modern cinematographers. See the Matte 
Box at your dealer or write the factory direct. 


Price includes Lens Shade, Filter Holder, 
Base Assembly and eight slides. (No 
filters furnished) $40.00 Plus Tax. 


DESIGNED AND MANUFACTURED BY 
Wve 


BARDWELL & McALISTER INC. 


HOLLYWOOD, CALIFORNIA 


PRODUCT 
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*& Appointment of two new film 
Army's Morion 
Civit. AFFAIRS 
produciton plans 


executives to the 
PICTURI 
DIVISION, 


SECTION, 
and 
for the coming year were an 
nounced this month by BRIGADIER 
GENERAL Ropert A. McCrure, 
chief of the CAD New York Field 
Office. 

DAN CHANCE LAWLER, new chief 
ol the Film Unit 
was recently senior partner in the 


Motion 


Documentary 
Picture Production 
Agency, New York, and previous 
to that Eastern representative and 
account executive lor Raphael G 
Wolff Studios, Hollywood. As the 
Army's documentary chief, Lawlei 
will initiate 


contracts for and su 


pervisor production of all orig 
inal documentary films produced 
for the Motion 
His 


more than 


Picture Section. 


current schedule calls for 


92 productions a 


year, 

Lewis Barer, announced as chiel 
ol the Screening Unit, has acted 
as film consultant on l6mm dis 
tribution and production, and as 
script writer on educational films 
and strips. He was formerly di 
rector of foreign sales for Your 
America Films, Inc. 


The 


tion is responsible for the produc 


vo 
1p 


Army Motion Picture Sec 
tion or acquisition of all types of 
films to be released in Germany, 
\ustria, Japan and Korea, as part 
of the reorientation program for 
the population of U. S. occupied 
arcas, 
the 
and 


Baer’s unit is in charge ol 
documentary 
the 
purchase of those suitable for use 


evaluation of 


educational films and 


in the program, 


Lewis BAER 





DAN CHANCIH 


Joins 


Sion 


lrmy's Croil 
Documentary 


Film 


MODERN 
Sales Aid! 


Write for 
Ilustrated 
folder giving 
complete 
details. 





alll 


1105 


Portable . 







LAWLER 
{flairs Divi 


Unit 





Men who make a PICTURES 





@ Bert JOHNSON Co., motion pic- 
ture and slidefilm producers, have 
offices in the re- 
modelled wing of the Edwards 
Building, 528 Walnut Street, Cin- 

Ohio, Completed 
the is the most re- 
cent Johnson production, Profits 
Out of Space, a sound slidefilm in 
Procter & 


moved to new 


cinnati, just 


before move 


color sponsored — by 
Gamble. 


* * * 


@ Lr. Cotonet. DoucLtas MeEser- 
VEY, executive vice-president of 
SIMMEL-MeESERVEY, INC., Beverly 
Hills, California educational film 
producers, has been recalled by 
the War Department for 90 days 
duty. He will be 


of active sta- 


tioned in Washington, D, C. 


The New DUAL SPEED 


MOVIE-MITE 


PROJECTOR FOR BOTH SILENT 
AND SOUND 16MM FILMS 


weighs only 2714/2 pounds, complete. Single case contains 
everything needed for complete show — projector 


table top screen, 


speaker, cords, take-up reel, and has extra space for lamps and inci- 


dentals 


Ideal for smaller group showings 


Larger, standard screen may be 


used for larger audiences of 80-100 people. Shows perfect picture 6 


ft. wide in darkened room. 


Movie-Mite is made of best quality die-cast and precision machined 
parts. Simplicity is the outstanding feature. In threading, only one 
moving part need be operated. Show can be on the screen in 3 minutes. 


Reel capacity 2000 ft. Fast power rewind . . 
quickly adjusted framing device 


. adjustable tilt . . 
utilizes a single, inexpensive 


standard projection lamp for both picture and sound projection .. . 
no separate exciter lamp necessary. Durable plywoood case, leather- 
ette covered 


Universal, 25-60 cycle — A.C. or D.C., 105-120 volt operation. Con- 
venient dual speed control switch. 


See your Industrial Film Producer for Demonstration. 


‘ 


EAST 15th 


le 


ST 


4 


MOVIE-MITE CORPORATION 


/ * ‘ ‘ 


KANSAS CITY 6. MISSOURI 
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JoHN S. Brookes 


Joins Jam Handy Organization 
@ Joun S. Brookes, formerly exec- 
utive vice-president of Brookes & 
Sons Co., Chicago, has joined the 
project planning staff of the JAM 
HANDY ORGANIZATION, 

‘Towards the close of the war, 
Brookes had charge of the U. S. 
Navy Photographic Laboratory at 
Norfolk, Virginia, in which all 
Navy's 16mm film, and much of 
its 35mm, was processed, Earlier 
he had been on the staff of the 
Air Force Commander, Atlantic 
Fleet, as Photography Officer in 
charge of all photo operations in 
the Atlantic Air Command. 

- * * 


Alexander Holds Sales Meeting 
@ Approximately fifty ALEXANDER 
Firm Company field officials and 
district managers convened at the 
company studios in Colorado 
Springs, Colorado, late last month 
to map new sales strategies for 
the coming year. 

During 1947 Alexander shipped 
over 35 million feet of advertising 
film for more than 21,000 theatre 
screen advertisers throughout the 
United States and abroad. 

* . . 

Wisconsin Centennial Films 

@ James Larsen, former Coronet 
Films producer, and now an inde- 
pendent educational film produc- 
er in Los Angeles as head of Acad- 
emy Films, has recently completed 
editing of motion pictures made 
for the Wisconsin State Centen- 
nial. The pictures, Your Govern- 
ment in Action, a 15 minute 
theatrical version for showing in 
Wisconsin theatres, and Wisconsin 
Makes Its Laws, a 30 minute 
school film, will be available only 
in the state of Wisconsin during 
the ‘48 Centennial celebration. 
Shot in 16-mm, the theatrical ver- 
sion was enlarged to Ansco 35mm 
by Film-effects of Hollywood, with 
reportedly excellent color results. 











film distribution 
at its best! 


e Over 43,000 outlets 
















@ Advance notice of showings 
@ Monthly reports 
® Active high-grade promotion 


® Special attention to sponsor’s market 


@ Insurance against lost or 
damaged films 


®@ 37 years’ experience 
@ Low cost 


@ Highly recommended by sponsors 





v 








Write for Brochure and Rate Card Today! 








PRINTING 


Complete Optical Printing service, 
backed up by years of Major Studio 
experience 
COLOR — B&W © 16mm-35mm 
BLOW-UPS © REDUCTIONS 











® 35mm Ansco Color Release Prints from 
16mm Kodachrome 


Reduction release prints in Color 


® Kodachrome Printing Masters, complete with 
special effects and corrections 

® Separation negatives for any color process 

@ 35mm Blow-up work prints from 16mm originals 

® Television film service 

®@ Special Printer for shrunken film 

a 


High-resolving blow-ups and reduction 
negatives 


@ Optical * 
alteration 


Filmetfectso/ Hollywood 


1153 N. Highland Ave., Hollywood 38, Calif. 
Equipped with the Academy-Award-winning 
ACME-DUNN 35-16 Optical Printer 


" 


Zooms,"’ and frame-sequence 
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SOIL CONSERVATION FILM 
Sponsor: Phillips Petroleum Company. Film: 
The Other Side of the Fence. 
The Calvin Company. 
* Aware of the grave dangers of farming 
without due regard to proper soil conservation 
practices, the Phillips Co. has sponsored The 
Other Side of the Fence as a public service, 
designed to attract attention to a problem 
which threatens our national, and the world’s 
food supply. Dr. William A. Albrecht of the 
University of Missouri, an international au- 
thority on soils, was invited by the 


Producer: 


Sponsol 
to act as technical authority during all phases 
of production, and to incorporate solutions 
to the problem into the final film, 

Synopsis: Why farm animals always seek cer- 
tain parts of the pasture and why they avoid 
other parts is one of the puzzles answered at 
the beginning of the picture. 
introduction to the 


It serves as an 
sequences pointing out 
the full effects upon our national health of 
crops and animals raised on mineral deficient 
soils. According to the commentary, much of 
our richest land has been rendered useless by 


thoughtless farming methods. It shows that 


too often we have mined, rather than man- 
aged our soil, and that the only solution to 


this dangerous situation lies in increased soil 
fertility. 

This solution is explained in terms of Na- 
ture’s own fertilization method—plant growth, 
maturation, and decomposition back into the 
soil—and contrasts this with farming methods 
that upset the natural routine, The use ol 
fertilizers in restoring the minerals removed 
by crop harvest is demonstrated, and closing 
sequences show why this practice 
established immediately if we are 
our own health and well being. 
Technical Notes: 16mm sound and color, Dr. 
William A. Albrecht, 
technical adviser. 
Distribution: On farm organiza 
tions, rural groups, schools, civic clubs, and 
other interested groups. Arrangements 
be made through the Editor, 
Phillips Petroleum Co., 


must be 
protect 


University of Missouri, 


free-loan to 


will 
“Phil Farmer,” 
Bartlesville, Okla. 


American Heritage: Cont'd from Pg. 17 


men, vision 


and labor-statesmen—people of 
and wisdom in all walks of our national life. 
It requires not only natural leaders, but the 
support of each American individually. 

In his recent book Speaking Frankly, former 
Secretary of State James Byrnes wrote: “I 
believe that mankind can build a lasting and 
a just peace. And I believe, that we 
must guard equally against the ready opti- 
mists who believe that only an act of faith 
it, and the reckless pessi- 
convinced that only another 


also, 


is necessary to do 
mists who are 
war can do it.” 

It is your obligation as individual good 
citizens help build that 
just and lasting peace. Industrial leaders must 
see that business does its share 
that labor its share— 
agriculture does its share. com- 
mon role in the preservation of the American 
heritage. * 


do your best 
union leaders 
farm leaders that 
This is our 


does 












HOW TO USE 
MOVIES... 


.. to train workers 
.. to sell goods 





Now's the time to put visual aids 
to work in your business. This new 
book shows you why, when, and 
how to use them and how to su- 
pervise their production. 








JUST 
OUT! 


FILMS 


BUSINESS 
INDUSTRY 


By HENRY CLAY GIPSON 


291 pages 
fully 
illustrated 


$4.00 Editor, Minicam Photography; Produ 
~ Dire r, Filn Ir 


@ A detailed, 


nel and sales managers, 
concerned with the 
lems of industry. 


non-technical manual for executives, person 
and others 
application of visual aids to the prob 


It explains how to plan, 


advertising directors, 


produce and put 
to work motion pictures and slide films that tell your story 
clearly, forcefully. It shows 
method for selling their products and 
training their personnel —explains modern producing tech 
niques—points ainst in film 
production 


more more how progressive 


firms use this new 


out the errors to be guarded ag 


Gives you every fact you need to plan and 
produce effective motion pictures and filmslides. 


@ Tells how modern business organizations solve a 
variety of problems with films 


@ Explains how films can help you train salesmen, 
promote sound employee relations, 
dise your product. 


and merchan 


@ Outlines the costs and other factors in production 


@ Gives step-by-step description of film-making — 
photography, animation, sound, etc 


@ Shows how slide films are made and used 





SEND NO MONEY —FREE TRIAL—— 


See this book for 10 days without obligation. See for 


yourself how completely how understandably . . . 
it answers your questions about films and filmstrips, 
If you are not convinced that it’s worth many times its 


low price, return the book to us 











=—_— = S = -— = - 
McG RAW-HILL sees co., Inc., 


330 W. 42nd St., NYC 18 l 
i — me Gipson’s Fiums IN BUSINESS AND INDUSTRY for 10 
da examination on approval in 10 days I will ether remit 
$4.00 plus a few cents postage wv return the book postpaid | 
Postage paid on cash orders—same return privilege.) 
© came 
| Address . nee cove | 
$ City and State . . . . 1 
§ Company t 
Position BS -2-48 1 
! (For Canadian price, write McGraw-Hill Co. a Canada 


d., 12 Richmond Street E., Toronto 
SD. a a a a a eae a ab Ol 
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AUDIO-VISUAL EQUIPMENT FOR 


*® Nationwive dealer families ol 
major U.S. industries were begin 
ning to develop into first-line 
prospects for projection equip 
ment as new training film pro 
grams began to come down the 
line last month, 

Important combinations for 
training, sales promotion and con 
sumer education were possible 
through such manufacturer and 


trade group sources, 


New Radiant Lamps Designe- 
@ RAbIANT LAMP CORPORATION, 
Newark 8, N. J., is adding a com 
plete new line of projection lamps 
specially designed for Bell & How 
ell projection equipment. ‘These 
projectors require lamps with spe 
cial bases having locating rings 
lor accurate positioning. A_ price 
list showing the new line has just 
been published and is available 
to all equipment dealers. 


Movie-Mite Sound Projector 
Model 63LM Is Announced 

@ Movir-Mire Corproration has 
just announced a new l6mm 
sound projector, Model 63LM, 
available for immediate delivery 
to distributors and dealers. The 
new model has been designed in 
strict accordance with Underwrit 
ers Laboratories’ specifications 
and is already listed. 

Primary feature of the 63LM is 
a new push-pull amplifier with 
miniature tubes completely en 
closed in the base of the projec 
tor. The re-designed circuit gives 
extended tone range. 

Movie-Mite will fair trade the 
new projector at $225, in accord 
ance with the manufacturer's 
current fair trade agreements. 

Models 63L and 63LD are con 
sidered obsolete for fair trade 
purposes, but parts for units now 
in the field will be available. 
BELOW The ne Movie-Méte Model 


. 
63LM l6émm sound motion picture pro 
jector described in column above 
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DeVry “Surer 16° Sound Proyecror Features are shown above in 2 views. Left: 
picture shows lamphouse swung open to facilitate lamp replacement, cleaning. Right: 
Controls conveniently located on illuminated panel at rear of case. 





you demand the best of production 
° in your films, that much-touted “Holly- 

wood Quality,” whether made in Calli- 

fornia or New York or in your own 
ue back yard... 


century of experience in all types of 
movie-making . . . theatrical . . . in- 
dustrial . . . technical . . . documentary 


@ you want fair treatment, and want to 
] pay no more than a fair price for your 


you want your next film personally 
{ i supervised by people with a quarter 


motion picture, whether you are a small 
manufacturer or a colossal corporation 


e you want to experience an entirely sat- 
{ isfactory sponsor-producer _ relation- 


ship, businesslike from start to finish 


...get in touch with... 


LESLIE ROUSH PRODUCTIONS, INc. 


119 West 57th St.. New York 19, N. Y. 
COlumbus 5-6430 


P. S. Have you seen “REHEARSAL,” our recent 
production for the Bell Telephone System? 
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DeVry Shows “Super 16” | 
| Model Sound Projector 
Ss nas 


* The announcement this past 
month of the new DeVry “Super 
16” 16mm sound motion picture 
projector was received with en- 
thusiasm by industrial and com- 
mercial film users familiar with 
the research and development of 
this DEVRY CORPORATION model. 








Originating through the rigor- 
ous and exacting demands of the 
armed forces and designed to 
meet the resulting joint Army- 
Navy specification JANs-P-49, the 
“Super-16" series meets four dil- 
ferent categories of 16mm _ projec- 
tion conditions. The basic projec- 
tor mechanism serves the class- 
room, sales theatre or conference 
room and, with either mazda or 
arc, the largest auditoriums. 

Briefly, these are some of the 
notable features incorporated: 
Sound and silent projection, 750- 
1000 watt illumination, coated 
lenses, 2,000 foot film capacity, 
motor rewinding of film, theatre 
projection framing and a new 
positive suspension type tilting 
and leveling mechanism. Exclu- 
sive with DeVry is the “Auto- 
Magic” film positioner which pre- 
cisely controls film at aperture at 
time of shuttle engagement. 

Absolute film protection is 
specified throughout as well as 
ease of maintenance. Amplifier 
output of 5 watts, with low per- 
centage of distortion, The fre- 
quency range is said to cover full 
audibility range of all l6mm 
sound recordings. 

Many of these features are com- 
mon to late models of most 16mm 
sound projectors. They have been 
combined to a high degree of fi- 
delity and convenience of use in 
the “Super 16” and, under -exact- 
ing tests, have brought to the 
field a truly advanced model, 


Suprer-16 Features handsome functional 
design. Cut below shows “Super” with 
“Brilliante 16" 4” F:16 coated lens. 































































Above: the new Beseler “Vu-Graph”. 


Beseler Offers the “Vu-Graph” 
Projector for Opaque Materials 
@ CHARLES BeseLeER ComMPANy has 
just announced the “Vu-Graph” 
a unique new type of overhead 
projector featuring a 
(7”x7”) horizontal 
stage on which any transparent 
material may be placed and 
screened, Opaque material is pro- 
jected in sharp silhouette, 

The apparatus can be placed 
on a lecture table and the image 


large size 
projection 


projected to a screen hung on a 
wall at the rear of the speaker. 
This not only makes it possible 
for the speaker to face 
ence, but the 


his audi- 
accessibility of the 
projection stage permits him to 
easily point, underscore, write or 
draw on the material being pro 
jected without turning away from 
the spectators. He is also free to 
change his slides o1 
without interrupting himself, 
and, by using specially prepared 


own copy 


film, is able to develop problems 
on the apparatus as they are being 
projected, The illumination is 
such that only partial shading of 
the screen is required and in many 
cases no darkening of the room is 
necessary at all. 

Special films are available with 






‘Vu-Graph” which permit either 
black and white reproductions or 
the reverse. These films are so in- 
expensive that they can be dis- 
carded after use. Stencils can be 
drawn on them with ordinary 
pencil, or typewritten, and special 
card holders will be available for 
easy mounting of films which 
might be saved for future use. 

The “Vu-Graph” 


about 


consumes 
air-cooled by 
forced draft, and is applicable to 
any 115-120 volt commercial cir 
cuit, either AC or DC, Focusing 
is accomplished with rack and 
pinion, and images are centered 
on the screen by an adjustable 
surface mirror. The projector is 
equipped with a 4” diameter pro- 
jection anastigmat objective lens. 


550 watts, is 


7 * * 


New Motor-Driven Dimmer Used 
for Business Theatre Lighting 
@ The new motor-driven “Pow- 
erstat’” Dimmer, featuring greater 
flexibility in the operation of 
planned lighting control in larger 
business theatres, screening rooms, 
and auditoriums, is the latest ad- 
dition to Superior ELecrric 
Company's line of theatre lighting 
equipment, 

Because of the new product's 
electric motor drive, house lights 
can be dimmed from any location 
in the hall by means of remote- 
control push-button stations or by 
automatic positioning devices. 
The equipment is effective wheth- 
er the lighting employed is the 
cold-cathode or the 
type of ss 


incandescent 


Dimmer’s mo- 

synchronous, 
brushless, ball-bearing type with 
appropriate gearing. Various 
speeds of travel from black-out to 
full-on are available, and silent 
finger-tip operation is assured, 


The “Powerstat” 
tor is a 115 volt, 


For complete details contact 
J. S. Louden, Superior Electric 
Company, 1002 Hannon Ave., 


Bristol, Connecticut. 


* * * 





Producers of SLIDE FILMS 


For 





Films Created For 


| 16-Screen Services 
| @ Announcement was 
| recently made of the 


formation of the Srx- 


Your Special Needs | TEEN SCREEN SERVIC! 
—wWith NEW Drama, | N D \) ST RY, | company, Hollywood. 
Humor, Visual Tech- The firm was formed 
niques, And Backed TRAINING & by LEONARD CLAIR- 
By Practical MONT and HOMER 


‘Know -How’’! 






144 E. 86" ST 


NUMBER I « 


EDUCATION! 
ISUAL ILLUSTRATORS 


ZINCORPORATED—= 


NEW YORK 28 © SAcraAMENTO 2-1667 


VOLUME 9 


O'DONNELL, and work 


will include hand set, 


art, and printed titles, 
background title pro- 
jection and special ef- 








fects, all in 16mm only, 


1948 
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1600 BROADWAY 


NEW YORK 19 + CIRCLE 5-612! 








“SELECTROSLIDE” EQUIPMENT 


BELONGS IN YOUR BUSINESS 





LARGE CORPORATIONS use Selectroslide to introduce new products to their 
branch offices and sales agents, slides shown most effectively in natural color. 
EXHIBITORS use Selectroslide in display cabinets for fully automatic operation 
at set intervals. 

SALESMEN use Selectroslide to show their line to prospects in the most attractive 
manner with pictures, a complete unit weighs only 25 Ibs. in portable carrying case. 


LECTURERS prefer the ease of its perfect operation, the ‘remote control’’ feature 
enables the speaker to change slides from the speaker's platform eliminating the 
necessity of an assistant. 

ADVERTISING possibilities with Selectroslide are limitless; Hotel and Theater 
lobbies, Cocktail Lounges, Transportation Terminals and public Markets are only 
a few to be mentioned. 


Selectroslide is the original automatic 2”x 2” slide projector with 
remote control, it has proved its merits at both of the last world's 
Fairs and is now extensively used in Government departments and by 
Industrial firms for Exhibits and Training purposes. 


for literature, write to 


SPINDLER & SAUPPE 


2201 Beverly Blvd. 


Los Angeles 4, California 




















49 











BOWMAN FILMS 


INCORPORATED 
360 N. MICHIGAN AVE. « CHICAGO 





SOAP BOX DERBY EPIC 








$.0.8. SPECIALS of the Month 


DEBRIE 
Super Parvo 
STUDIO 
BLIMPED 
CAMERA 





Comparable value $15,000 
SPECIAL $4,975 


Only 3 outfits available! The peer of 35mm professional 
cameras — ultra quiet — U. S$. Novy surplus — condition 
like new. Latest Super Parvo Debrie Studio Camera, 5 
Astro Pan Tachar fast lenses, motor, 10-1000’ magazines, 
direct focus rackover, pilot pin registration movement, all 
features and heavy type U tripod. 


ADDED SPECIALS! 
Wall 35mm B&H type Studio Camera, 4 lenses $1595.00 


B&H 35mm Eyemo motorized cameras with lens 267.50 
Arriflex 35mm camera, 4 lenses, complete 995.00 
Cinephone 35mm camera, 4 lenses, complete 1495.00 
Professional Jr. Tripods with case, like new 99.50 
Latest 1948 Auricon Pro |6mm sound comeras 1095.00 
W. E. 35mm Sound Moviola, 3 way 795.00 


EVERYTHING FOR STUDIO & LABORATORY — Lights, 
Mikes, Booms, Dollies, Lenses, Background Process, Moviolas, 
etc. Send for Bulletin Sturelab — thousands of good buys! 


§.0.$. CINEMA SUPPLY CORP. 


Dept. BS, 449 West 42nd St., New York 18 











Sponsor: United States Rubber Company. 
Film: All-American Soap Box Derby. 
Producer: Emerson Yorke Studio. 

* Every vear in 135 cities across the continent, 

50,000 boys between 11 and 15 years compete 

in the annual Soap Box Derby, Over fou 

million people witness various phases of the 

Derby, which is sponsored jointly by Chev- 

rolet and local newspapers, 

Like Topsy, the Derby has grown from its 
informal, spontaneous inception in Dayton, 
Ohio, in 1933, to its present position of nation 
wide interest. Chevrolet dealers began spon- 
soring the contest in 1935, and since 1936 have 
held the national finals at Akron’s “Derby 
Downs” before attendances averaging 100,- 
000 annually. 

Last year, Chevrolet voiced approval of 
U.S. Rubber’s proposal to put the Derby on 
movie film. Emerson Yorke was engaged to 
provide full coverage of local soap box races 
in eight major cities and the national finals 
at Akron. 


Technical Notes: Nine films, in all, have re- 
sulted from local and national coverage, Ap- 
pearing in the 25 minute national finals pic- 
ture is Ted Husing, who also delivers the com- 
mentary. Narration of the eight regional films 
is provided in most cases by popular local 
sports announcers in each city. Besides Hus- 
ing, and the actual scenes of the final races, the 
national finals picture shows how the racers 
are built by the boys from their own plans and 
workmanship; how the contestants are feted 
in Akron; and shots of such celebrities on 
hand as Lt. General Jimmy Doolittle and 
James Stewart, movie actor and former AAF 
colonel. 

The films are about 99°) non-commercial; 
the remaining 1°, being innocuous shots of 
U.S. Rubber or Chevrolet billboards, 


Distribution: On this point U.S. Rubber has 
scored heavily with promotional cooperation 
and tie-ins from several angles. (1) U.S. Rub- 
ber distributors will be supplied prints of both 
the national finals and their regional races. 
These prints carry an opening filmed intro- 
duction from Herbert E, Smith, president of 
United States Rubber Company. Distribution 
from this source will be to all local groups 
interested, and to local Chevrolet dealers who 
may also book the films for others. (2) Chev- 
rolet headquarters in Detroit will be supplied 
prints for loan purposes. (3) Each cooperat- 
ing newspaper in the 135 Derby cities will be 
supplied prints for their use in local distribu- 
tion and promotional activity. (4) Through 
Emerson Yorke, the producer, arrangements 
are being made for large blocs of theatres to 
run special Saturday performances of the films. 
Since local boy contestants appear in the pic- 
tures there is a considerable interest in these 
special shows, and theatres have readily ac- 
cepted them. 

It all results in local distribution and pro- 
motion by (1) U.S. Rubber Dealers; (2) Chev- 
rolet Dealers; (3) Newspapers; and (4) Mo- 
tion Picture Theatres. e 








No medium of training, teaching 
and selling has ever made such 
headway,.as SOUND SLIDE-FILM, 
and the 


icturephon 


is the one machine that has kept 
pace with this new-day develop- 
ment. It is the only SOUND SLIDE- 
FILM MACHINE that is made in a 
full range of sizes and styles. 


We have manufactured the PIC- 
TUREPHONE since 1937, in these 
eleven years pioneering the great- 
est number of necessary improve- 
ments known to this industry. 
Write us. 


0. J. McClure Talking Pictures 


1115% WEST WASHINGTON BOULEVARD 
Chicago 7, Illinois 
Telephone Canal 4914 











We offer 16mm copies of the following Mexican 
feature films of recent production for which we 
hold the exclusive world 16mm distribution rights. 
‘*Ay Que Rechulo es Puebla’’ 
— Rene Cardona, Antonio Badu, Chicote. 
9 reels (Musical) 
‘La Feria de las Flores’’ 
— Antonio Badu, Maria Luisa Zea, Tito Junco. 
10 reels (Musical) 
‘‘Jesusita en Chihuahua’”’ 
—Susana Guizar, Pedro Infante. 8 reels. (Musical) 
‘‘La Dama de las Camelias’’ 
— Emilio Tuero, Lina Montes. 11 reels. 
“Virgen de Media Noche”’ 
— Jorge Velez, Manolita Saval. 9 reels. 
‘“‘Ladron de Etiqueta’”’ 
— Rene Cardona, Paquita de Ronda. 10 reels. 


LATIN AMERICAN 


FILM DISTRIBUTORS COMPANY 
43 West 55th Street ® New York, N. Y. 
Telephone: Plaza 5-07757 

















Professional Cine Lens 


and Eyemo Cameras 
Bargains in Professional Cine Lens and Cameras 


Samples of our extensive stock. 400 foot Eyemo 
magazine $54.50; Special Model ‘“K'' Eyemo Com- 
plete with 2 inch F:3.5 Ektar Lenses, $375.00; 1” 
F:2.3 Kinar Wide Angle in focusing mount for 
Eyemo “C"' Camera, $99.50; 2” F:3.5 Kodak Ektar 
in focusing mount for Eyemo “C", $55.00; 3” F:1.8 
Astro Pan Tacher in focusing mount for Eyemo''C", 
$279.50; 3” F:2 Taylor-Hobson Cooke in focusing 
mount for Mitchell, $189.50. Hundreds of other 
lenses of all types, speeds, makes and focal 
lengths. Sold on 15 day trial basis — complete 
satisfaction assured. 
Write our lens expert T. Jones. 


We will buy your surplus lenses for cash. 


BURKE & JAMES, INC. 


Photo Supplies Since 1897 
321 S. Wabash Ave., Chicago 4, Ill. 
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H. O. Davis 


Dealer Portrait: Oklahoma's 
Davis Is Medical Specialist 

@ Though he doesn't hold a med- 
ical degree, H. O, Davis, AMPRO 
visual education dealer of Okla- 
homa City, holds a rank of high 
respect among doctors attending 
that city’s clinical society meet- 
ings. His appearance at the most 
recent medical conference marked 
the 
been on 


17th consecutive year he has 
hand lecturers 
and program men in the projec- 
tion of visual materials. 


to assist 


\ veteran of 27-years experi- 
ence in the a-v field, Davis moved 
forward with the medical men as 


they first utilized 4-inch standard 
size slides back in 1931, “Later 
on,” said Davis, “the doctors took 


to using l6mm silents, and then 
in 1935, when film companies 
began to produce medical sound 
films, they adopted them.” Since 
that time, slides, silent films, and 
sound productions have been 
used extensively, As a result of 
the increasingly successful use of 
sound film equipment at these 
Oklahoma City 
others over the country, medical 


conferences, and 


schools and hospitals are now go- 
ing over to visual education. 

This year Davis equipped three 
Biltmore Hotel rooms with more 
than $1,500 worth of screens and 
equipment including Ampro’s 


- stock is 


“Premiere-20" 16mm sound pro- 
jector, an 8mm silent projector, 
four standard slide projectors, 
and three 2x2 slide projectors. 


Industry Group Action Meets 
Miami Ordinance Challenge 


@ Quick action on the part of 
NAVED, ANFA, Dvi-NEA, t h e 
Fitm Councit OF AMERICA and 
the Master Photo Dealers Asso- 
ciation resulted in “indefinite 
postponement” of a proposed or- 
dinance before the City Council 
of Miami Beach, Florida, designed 
to seriously limit l6mm_ film 
screenings. 

Actively supported by the city’s 
35mm _ theatre operators on the 
purported theory that 16mm film 
inflammable and _ there- 
fore “dangerous”, the ordinance, 
if passed, would have restricted 
l6mm screenings solely to build- 
ings equipped with standard fire- 
proof projection booths. 

Murry GoopMan of CASTLE 
Fits called the industry's atten- 
tion to the proposed law which 
would not only have had _ the 
effect of removing 16mm _ projec- 
tion equipment from the class- 
rooms, churches, hotels, and prac- 
t-cally all the public meeting halls 
in the city, but one which would 
have set a dangerous precedent 
other 
parts of the country. Wires and 


for similar legislation in 
letters exposing the “unsafe” 
charge, and personal visits to city 
ofhcials from members of industry 
organizations were the primary 
factors in preventing its passage. 
PAUL 
BRAND, NAVeD is preparing a set 
of facsimile reproductions of let- 


At the suggestion of 


ters from responsible agencies, in- 
cluding U. S. Government 
reaus and Underwriters’ Labora- 


bu- 


tories, attesting to the non-inflam- 
mability of film, 
letters provide a factual basis for 


16mm These 


the defeat of any such future pro- 
posals will be available. 


Fairbanks Office 





729 SEVENTH AVENUE 


Producers of 








TED NEMETH STUDIOS 


NEW YORK, N. Y. 


MOTION PICTURES - SLIDEFILMS 


in Minneapolis 


@ To cover the grow- 
ing market for com- 
mercial pictures, 
JERRY FAIRBANKS re- 
cently added a new 
Minneapolis branch 
office to his organiza- 
tion, Located in the 
Rand Tower  build- 
ing, the new branch 
will be headed by J. 
V. Fick and will be 
supervised by B. N. 
DARLING, 
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Adaptations of All-Purpose Model 


from basic 


GoldE units 


which 


may be purchased individually. 


” 





ANOTHER 


DOUBLE 


BLOWER COOLED 


for Safer, More Brilliant Projection 


GoldE ALL-PURPOSE now brings you 
unmatched versatility in high efficiency, 
long range projection of color and black 
and white slides plus filmstrip. More 
light per watt... yet cooler! Attractively 
priced. Immediate delivery. 


Write for Bulletin No. 473 


GoldE Manufacturing Co. 


1220-B W. Madison Street, Chicago 7, U.S.A 
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Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 
for proof that 
DEPICTO FILM 


gets results, check with: 


Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 
E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 


245 West 55th Street 
New York 19, N. Y. 









































for price and quality 


COMPCO 


precision manu actured 


STEEL FILM CANS 
AND REELS 


Tempered steel reels hold to width... 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 
in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 
finish. 





Write today for literature and price list 


COMPCO CORPORATION 


2253 W. ST. PAUL AVE. 
CHICAGO 47, ILLINOIS 











Angle for Women: by Martha Hood 
(CONTINUED FROM PAGE TWENTY-FIVE) 
most of them in retail selling; and in factories 
alone, there are about three million women at 
work. Industrial relations films for the pur- 
pose of orientation, indoctrination, training, 
safety, or reduction of turnover must angle 
for the women in the audience if the company 
investing in them is to receive the maximum 
benefit from its purchase, Women script writ- 
ers who are talented interviewers can be ol 
inestimable help in probing the true attitude 
ol the feminine portion of the audience. Why 
do women leave their jobs? What do they 
think of their jobs and of the company that 
employs them? Some startling revelations 
have resulted from the honest research of 
skilled feminine script writers who have 
worked regular factory shifts in order to get 
a valid conception of the audience point-of- 
view. Films based on such actual experience 
re bound to reflect the interests of the audi- 
ence at whom the film is aimed rather than 
the ideas of management alone. 

Finally, let me call your attention to an 
obvious fact that is generally ignored. One 
sure way for management to reduce turnover 
among male employes is to sell the employes’ 
wives and sweethearts on the importance ol 
the jobs their menfolk are doing and the op- 
portunities awaiting those men who do the 
job well. No man can find satisfaction in 
work that his wife holds in contempt, but a 
woman who appreciates his work can spur 
him on to new achievements. Employers who 
recognize this fact will have fewer personnel 
problems. If orientation, indoctrination, prod- 
uct information, and even training films are 
shown to the wives of male employes—wheth 
er they are salesmen or factory workers—man 
agement will have priceless proof that it pays 
to angle for women. 


Hamilton Watch Film Program 
(CONTINUED FROM PAGE THIRTY-TWO) 
through job analysis, job records, and com- 
parisons between new and experienced em- 
ployees that every experienced watchmaket 
has gone through the same period. It reas- 
sures him that he has a valuable job which 
he is well equipped to do, and one that he 
can build into a real future, 

Results: Hamilton has been getting even 
wider use trom the first film—the indoctrina- 
tion film—than had been planned, It is shown 
at the plant every day, and in addition to its 
original purpose has been used as a recruit. 
Entire graduating classes from 
local high schools have seen it, and groups 
ol them have since talked to Hamilton per 
sonnel men about jobs, It has also been 


ing picture, 


scrcened before local civic groups. 

The slidefilm and the re-stimulation pic 
ture are also shown daily, sometimes before 
an audience of one or two, sometimes to ten 
or more. Both have met with considerable 
success in fulfilling their respective purposes. 
Technical Notes: The precision photography 
in all these films is outstanding. Some of 
the watch parts photographed are smaller 
in diameter than a human hair, and yet are 
revealed on the screen in sharp outline, Shots 


in the Hamilton plant have exceptionally 
good detail. Both films and slidefilms are pro- 
duced in black and white. 


Pictorial Productions New Stage 

%® PicToRiAL PRropucTIONs, commercial film 
producing company headed by G. J. ALt- 
FILISH, has recently taken over the sound stage 
at 1357 N. Gordon St., Hollywood, which 
will be used for Pictorial’s own production 
and will be available for rental to other pro 
clucers, 

Alttilish, who organized Pictorial about two 
‘ears ago, was tormerly head of Wilding Pic- 
tures’ West Coast office for a number of years. 

Newly associated with the sales department 


of Pictorial Productions are Par Murpny, 


formerly with the Jam Handy Organization, 
and RicHArp CZINNER. 





on the Best 16mm 
SHORT SUBJECTS? 


Educational . . . Entertaining! 


11 SPORTS 
SUBJECTS 


SWIMMING IN COLOR 


2 subjects in ificent color, full of 

action, grace, and  chythm. One reel each. 
PARADE OF AQUATIC CHAMPIONS 
NATIONAL DIVING CHAMPIONS 


WRESTLING 


A series of 9 subjects, packed with ex- 
citement for young and old alike. Skil. 
ond prowess, with a liberal dash of 
muscular fun. First two listed ore 2 reels, 
others one reel. 


WRESTLING FOLLIES 
INTERNATIONAL HEAVYWEIGHT 
WRESTLING CHAMPIONSHIP 
WORLD'S CHAMPION WOMEN’S 
WRESTLING CONTEST 
GRIPS AND GROANS 
‘ TWIN TORNADOES 
GIANTS OF THE MAT 
MADCAP MELEE 
; MODERN GLADIATORS 
THROUGH THE ROPES 





Available at leading Film Libraries. 
Write for FREE cataleg to Dept. {I 





POST PICTURES CORP. 


Sr New York ION Y 





FOWLER COMPANY 
750 South Wabash Ave. @ Chicago 5, Ill. 


BUSINESS SCREEN MAGAZINE 
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Sears Roebuck Sound Slidefilm 
on Insulation Made by Sarra 

@ To train its salesmen in advan- 
tages of its Homart insulation and 
methods of application, SEARs 
Rorspuck & Co. will release a 
sound slidefilm early this year. 
Tentatively tithed Insulate — For 
Comfort’s Sake, the film is now in 
production in the Chicago studios 
of SARRA, INC. 


Swedish-American Films to be 
Produced for Centennial Year 

@ Bengt Janzon, Sweddish film 
producer and director, has been 
chosen by the Swedish Pioneer 
Centennial Commission as official 
film recorder of the celebration 
to be held in the United States 
next June, commemorating 100 
years of Swedish immigration to 
this country, 

Janzon will also direct and pro- 
duce A Swedish Century in Amer- 
ica, a new type of documentary 
featuring the contributions ol 
various Swedish-American individ- 
uals to the history and culture ol 
the United States. The film will 
be made in English and Swedish 
language versions for theatrical 
and non-theatrical distribution 
both here and abroad. It will be 
produced in cooperation with an 
,merican committee and a dele- 
gation, headed by Prince Bertil, 
of the Royal Swedish Government 
Commission. 

Janzon has been commended by 
the U.S. State Department for his 


WANTED 
FILM ASSES TAN T 
Legal resident of New York State, 
preferably veteran, to assist in 
theatrical and non-theatrical dis- 
tribution of 35mm and 16mm mo- 
tion pictures. 2 years minimum 
experience in similar work essen- 
tial, Starting salary $2640. Reply 
Box 204, Business Screen Maga- 
zine, 501 West 113th Street, New 
York 25, N. Y. 





good will production Jens Mon- 
son in America, a feature film that 
is now the No. | box office in 
Sweden and will soon be released 
here, He spent most of last yea 
in the United States directing and 
filming location shots for the lat 
ter picture, 


Matte Box and Filter Holder 
Made by Bardwell & McAlister 

@ BARDWELL & McCALIsTER’s Matte 
Box recently put on the market, 
is a useful accessory for the 16mm 
professional cameraman. The 
matte box and filter holder are 
considered absolutely essential for 
Hollywood theatrical production, 
but until now there has been no 
equally effective way of mounting 
and using the various filters, 
gauzes and nets on the l6mm 
camera. 

No. professional cinematogra- 
pher needs to be reminded of the 
advantages of color filters, diffu- 
sions, fog and night effect filters, 
gauzes, burnouts, graduates, etc.; 
and the Bardwell & McAlister 
Matte Box, for 16mm (and 8mm) 
cameras, is designed to make them 
as easily usable as they are in 
35mm production. 

The Matte Box, with its five 
holders, enables the cameraman 
to use any of the standard filters 
alone or in combination, and also 
serves as a lens shade, 

The Box consists of three main 
sections—the camera base, which 
fits any 8 or 16mm camera; the 
slide rod assembly, and the lens 
shade and filter holder with slides. 
It can be used with almost any 
lens, including wide angle. 

The Matte Box is available at 
leading dealers or from the factory 
direct, Price of the unit is $40.00 
plus tax, A descriptive booklet 
giving more information on the 
uses and assembly of the Matte 
Box, is available on request. Ad- 
dress: Bardwell & McAlister, Inc., 
Box 1310, Hollywood 28, Calif. 


Joins deRochemont 





SEEING THE UNSEEN 


@ Daviy KuMMINs, 
formerly supervising 


Slidefilm 


Motion 
Traaak; 


Discuss your sales and mer- 
chandising problems with Ray 
Ballard, V. P. in charge of our 
film division. 


FRANK LEWIS, INC. 
1725 N. Wells St. Delaware 5420 
CHICAGO 





PRECISION ENGINEERING 
is a “MUST” at HOUSTON CORPORATION 


FILM PROCESSING EQUIPMENT 


. whether built to order on your own specifications or 
if it's the standard Model 10 for 35mm., or Model 11 for 
16mm., it's based on the engineering ‘know-how"’ of film 
men with years and years of successful processing equip- 
ment experience. 


Houston, the largest producer of standard equipment. . . 
designs and manufactures custom built 35mm. or 16mm. 
film processing equipment. 


SEE HOUSTON FIRST 


Through Micro Motion Pictures film editor with 
M-G-M International, 
has joined Louis pt 
ROCHEMONT Associ- 













W rite for 
Descriptive Folder 
THE HOUSTON 
CORPORATION 
11801 West Olympic Blvd. 


Los Angeles 25 
California 


Secrets of life, blood flow, cell division, 
growth of tissue, digestion, fermentation, 
germs and molds in action, inside stories 
of foods during cooking and baking, 
cleansing action of soap, perpetual mo- : . A 
tion of ultramicr. Particles in liquids and ares, New Y ork, in 
oir, dust, inside a drop of motor oi! be- 
low freezing, texture of textiles, struc- 


the same capacity. 
ture of materials, chemical reactions, etc. 


LARGEST PRODUCERS OF 





For Education and Promotion Kummins will work 


MICRO SCENES ADD INTEREST on Your World and 
TO YOUR PRODUCTIONS Mine, a series of films 


n0 LAB Sandy Hook, Conn. 
P| Phone: Newtown 581 


Ask for Booklet 


Eastern Office 
GEORGE LAWLER 
1650 Broadway, N. Y. C. 
Phone: CIRCLE 78177 


PRINTERS, CRANES, LABORATORY EQUIPMENT 





on world geography 
which de Rochemont 
is producing for 
United World. 














NUMBER It + VOLUME 9 + 1948 53 











EASTERN STATES 


* CONNECTICUT °* 

Audio-Video Company of New 
England, | 10 Wall St., Norwalk. 

Audio-Visual Corp., 53 Allyn St., 
Hartford, 

Bridges Motion Picture Service, 
244 High St., Hartford 5. 

Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 

Eastern Film Libraries, 95 N. 
Main St., Waterbury 14. 

* DISTRICT OF COLUMBIA ° 

Jam Handy Organization, Inc., 
Transportation Bldg., Washing 
ton 6. 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 12th St. 
N.W., Washington, 

* MAINE + 

D. K. Hammett, Inc., 620 Congress 

St., Portland 3. 


* MARYLAND - 
Collins Motion Picture Service, 
50242 & 506 St. Paul St., Balti 
more 2; Also 4 Race St., Cam 
bridge. 
Folkemer Photo Service, 927 Pop 
lar Grove, Baltimore 16. 
Kunz Motion Picture Service, 
132 N. Calvert St., Baltimore 2. 
Robert L. Davis, P. O. Box 572, 
Cumberland. 
Stark Films, 537 N. 
Baltimore |. 
Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS - 

Audio-Video Company of New 
England, 30 Huntington Ave., 
Boston 16. 

Audio-Visual Corp., 116 Newbury 
St., Boston 16. 

Ideal Pictures, 40 Melrose St., Bos 
ton 16. 

Jarrell-Ash Company, 165 New 
bury St., Boston 16. 

South End Film Library, 56 Val 
lonia Ter., Fall River. 

Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 

Stanley-W inthrops, Inc., 90 Wash 
ington St., Quincy 69. 

Bailey Film Service, 711 Main St., 
Worcester 8. 
* NEW HAMPSHIRE - 

A. H. Rice and Company, 78 W. 
Central St., Manchester. 

* NEW JERSEY - 

Art Zeiller, 155 Washington St., 
Newark 2. 

Slidecraft Co., South Orange, N. J. 

* NEW YORK - 

Wilber Visual Service, 119 State 
St. Albany. (Also New Berlin, 
N.Y.) 


Howard St., 


Buchan Pictures, 79 Allen St., 
Buffalo. 

Community Movie Circuit of 
Western New York, 1285 Bailey 
Ave., Buffalo 6. 

Loomis and Hall Camera Sup- 
plies, 364 N. Main St., Elmira. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Association Films, 347 Madison 
Ave., New York 17. 

(Y.M.C.A. Motion Picture Bu- 
reau) 

Brandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
l4th St.. New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18, 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem 
Way, Yonkers, 34 Palmer, 

Bronxville. 

United Specialists, Inc., Pawling. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 

Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe 
Ave., Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2. 

Visual Sciences, 599BS Suffern. 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 


* PENNSYLVANIA - 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. 
147, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

News Reel Laboratory, 1733 San- 
som St., Philadelphia 3. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Karel Sound Film Library, 410 
Third Ave., Pittsburgh 19. 

Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22. 

L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 
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* RHODE ISLAND - 
Audio-Visual Corp., 268 West- 
minster St., Providence. 
United Camera Exchange, Inc., 
607 Westminster St., Provi- 
dence 3. 
Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 
* WEST VIRGINIA - 
J. G. Haley, P. O. Box 703, 
Charleston 23. 
United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 
Apex Theatre Service & Supply, 
Phone 24043, Box 1389, Hunt- 
ington. 


SOUTHERN STATES 


* ALABAMA > 

Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bldg., Birming- 
ham. 

Jos. Gardberg, 705 Dauphin St., 
Mobile 16. 

John R. Moffitt Co., 1914 S. 
Perry St., Montgomery. 

* FLORIDA - 

Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7. 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 Miramar 
Ave., Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36, 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 

» GEORGIA - 
Calhoun Company, 101 Marietta 

St., Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 

Stevens Pictures, Inc., 101 Walton 
St.. N. W., Atlanta 3. 

Strickland Film Co., 141 Walton 
St. N. W., Atlanta 3. 

* KENTUCKY - 

D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also _ Louis- 
ville.) 

Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 

National Film Service, 423 W. 
Breckenridge, Louisville. (Also 
Lexington) 

* LOUISIANA + 

Stanley Projection Company, 

2111%4 Murray St., Alexandria. 
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Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 
Stirling Motion Picture Co., 3152 
Florida St., Baton Rouge 9. 
Ideal Pictures Co., 826 Barrone 
St.. New Orleans 13. 

* MISSISSIPPI - 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 

* NORTH CAROLINA * 

Carolina Industrial Films, 404 
Liberty Life Bldg., Charlotte 2. 

National Film Service, 14-20 
Glenwood Ave., Raleigh. 

* SOUTH CAROLINA -° 

Calhoun Company, 111014 Tay- 
lor St., Columbia 6. 

Palmetto Pictures, Inc., 190914 
Main St., Columbia 17. 

* TENNESSEE + 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

¢ VIRGINIA - 

Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408-10 
E. Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 309 E. 
Main St., Richmond. 

Presbyterian Committee of Publi- 
cation, 8 N. Sixth St., Rich- 
mond 9. 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main 

St., Little Rock. 


* ILLINOIS - 


Father Hubbard Educational 
Films, 628 W. Lake St., Chi- 
cago 6. 


Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 

Industrial Cinema Service, 107 
W. Wacker Drive, Chicago 1. 

Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago | 
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McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S, La 
Salle St., Chicago 3. 

Visual Research Company, 30 N. 
Dearborn St., Chicago 2. 

* INDIANA -+ 

Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 

Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 

Burke’s Motion Picture Co., 434 


Lincoln Way West, South 
Bend 5, 
* IOWA + 
Pratt Sound Film Service, 805 


Third Ave., S.E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 

Harrison St., Davenport. 
General Pictures Productions, 

621 Sixth Ave., Des Moines 9. 


* KANSAS-MISSOURI + 
Audio Visual Aids, Broadview 
Hotel Bldg., Wichita, Kas. 
Paul Humston & Ideal Pictures 
Corp., 1402 Locust St., Kansas 

City 6, Mo. 
Select Motion Pictures, 1818 Wy- 
andotte St., Kansas City 8, Mo. 
Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 
Pictosound Movie Service, 
Lindell Blvd., St. Louis 8. 


* MICHIGAN - 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Jensen-Wheeler, Inc., Hotel Du- 
rant Building, Flint 1. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 

Gillespie Visual Education Serv- 
ice, 220 State St., St. Joseph. 

« MINNESOTA - 

Museum of Visual Materials, 
Kenyon. 

Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 
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Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 


* NEBRASKA + 
Church Film Service, 2595 Man- 
derson St., Omaha II. 
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* OHIO - 

Lockard Visual Education Serv- 
ice, 922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., 
Cincinnati 2. 

Ralph V. Haile & Associates, 
Walnut St., Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Visual Communications, Inc., 
2108 Payne Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Murray Motion Picture Service 
Co., 879 Reibold Bldg, Dayton 2 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1, 

James B. Upp Motion Picture 
Service, 750 Broadway, Lorain. 

Martin Sound Systems, 50 Charles 
Ave., S. E., Massillon. 

Cousino Visual Education Serv- 
ice, Inc., 1221 Madison <Ave., 
Toledo 2. 

Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 

E. L. Moyer, P. O. 
Wayne. 

Thompson Radio and Camera 
Supplies, 135 S. 6th St., Zanes- 
ville. 

* SOUTH DAKOTA - 

Harolds Photo Shop & Camera 
Clinic, 308 Phillips Ave., Sioux 
Falls. 

* WISCONSIN - 

Meuer Photoart House, 411 State 
St., Madison 3. 

R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 

Photoart Visual Service, 844 N 
Plankinton Ave., Milwoukee 3. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12. 


WESTERN STATES 


* CALIFORNIA - 

Audio-Pictorial Service Co., 261 
E. Colorado, Pasadena. 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 

Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 


wood 28. 


Box 236, 


Lexington 
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Craig Visual Aid Service Co., 1053 
S. Olive St., Los Angeles 15. 
Ideal Pictures Corp., 2408 W. 7th 

St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 5S. Flower 
St., Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5, 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Blidg., 68 Post St, San 
Francisco 4. 

C. R. Skinner Manufacturing Co., 
292-294 ‘Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 

Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L, A. 
County. 


* COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2, 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


* IDAHO - 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. 9th, Boise. 
Williams Photo Service, 1007 
Main St., Boise. 


* OKLAHOMA - 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5, 


* OREGON - 
Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 
Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 
Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5, 
Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 





DEALERS 


* TEXAS + 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas |. 

Audio Video Institute, 1501 
Young St., Dallas, 

The Educational Equipment Co., 
David F. Parker, 1909 Com 
merce St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


Ideal Pictures, Inc., 2024 Main 
St., Dallas 1. 
Visual Education, Inc., [2th at 


Lamar, Austin; Also, 201 N. 
Field St., Dallas; 1012 Jennings 
Ave., Ft. Worth; 3905 S. Main 
St., Houston 4, 
¢ UTAH ° 
Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 
Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 
* WASHINGTON + 
Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Rarig Motion Picture Co., East 
1511 Third Ave., Spokane. 
* HAWAII - 
Ideal Pictures, 1370 S. Beretania 
St., Honolulu, TI. H. 
Motion Picture Enterprises, |2! 
S. Beretania Honolulu, T. H. 


General Films Limited 
Head Office: 


1534 Thirteenth Ave., Regina, 

Sask. 

Branches: 

10022, 102nd) St., Edmonton, 
Alta, 

1396 St. Catherine St., Mon 
treal. 

760 Main St., Moncton, New 


Brunswick, 
Branch, 175 Water St., St. 
John’s, Newfoundland. 
156 King St., West, 
Ont, 
35 W. Georgia St., Vancouver, 
B. C, 
810 Confederation Life Bldg., 
Winnipeg, Man. 
Arrow Films Limited, 1115 Bay 
St.. Toronto 5, Ontario. 
Also: 1540 Stanley St., Montreal, 
Quebec. 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


Toronto, 


5 


There’s An Audio-Visual Specialist in Your Town! 


*® Contact the specializing dealers listed in these 


pages 


for dependable projection service, projector and accessory 


sales and maintenance and for your film needs. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


Rockett Pictures Expansion Program 


PIONEER WESTERN STUDIO 


EARING the quarter-century 
mark in commercial film 
ROCKETI 
Hollywood, has 


extensive 


production, 
announced an 
expansion program, 
encompassing major executive ad 
ditions to its staff, 

Frep Rockett, president of the 
pioneer studio company, has been 
an active participant in the com 


HarRLow WILCOX 


PICTURES, 


ANNOUNCES EXECUTIVE CHANGES 


mercial film industry for nearly 
three decades of growth. During 
World War II, the company was 

supplier of visual training aids 
to the armed forces and govern- 
ment agencies, including exten- 
sive contributions to the U. S. 
Office of Education film program. 

Recent affiliation of additional 


executive and research talent in- 


}. Harry EsBER1 


FOR LIFE-LONG STEADI ta ESS 


IN 16mm PROJECTION... 


NO OTHER PROJECTOR 
LIKE iT! 


The Kolograph requires no oiling 
Simplest to thread: hinged lens 
mount; film path marked on hous 
ing. Highest quality amplifier 
T-20 1000-watt lamp (which gives 
2', times longer service than other 
lamps) is standard Also uses 
other lamps 


The Projector With Proved 
INTERMITTENT SPROCKET 


@ No Pawls or Claws to Tear Film 


@ No Shuttle to Wear and Cause 
Unsteady Pictures. 


The Kolograph is the result 
of 33 years of experience in 
making custom built profes- 
sional motion picture pro- 
jectors. Its patented intermit- 
tent sprocket assures rock- 
steady projection while its 
rugg red construction provides 
the stamina required for in- 
dustrial film showings. Com- 
pare picture quality, sound 
and convenience and you will 
choose the Kolograph. Write 
for circular 2B. 


KOLOGRAPH CORPORATION 


628 West Lake Street ° 


Chicago 6, Illinois 


Factory: Indianapolis, Indiana 
Pioneer builders of intermittent sprocket projectors since 1914, 


cludes the absorption of Belmont 
Pictures, Inc., 
ties and 


its personnel, facili- 
equipment. Heading 
Rockett will be 
vice-president and general mana- 
ger J. RicHARD WeEsTEN, former 
producer-director of Belmont. 
His most recent film /t’s a Big Job, 
produced for the Los Angeles 
Transit Lines, has been widely 
publicized. 


production for 


Executive 
Rockett 
EBBERT, 


vice-president of 
Pictures is J. Harry 
experienced in manage- 
personnel 


ment, relations and 


J. RicHARD WESTEN 


sales development for such organi- 
zations as the Armstrong Co, and 
Grant Wilson, Inc, A new depart- 
ment devoted to television will 
be guided by Hartow WILcox, 
nationally known radio executive, 
who is secretary-treasurer of the 
Rockett company. 

Mr. Wilcox has had extensive 
motion picture experience as 
well as many years of sales and 
merchandising activity. Studio 
headquarters are located at 6063 
Sunset Boulevard in Hollywood. 

* > oe 


NBC Advances Video Plans 
for Chicago by Four Months 
@ NATIONAL BROADCASTING Com- 
PANY television plans for the Chi- 
cago area have been moved ahead 
a full four months, and the net- 
work expects to be on the air with 
station WBny, its midwest video 
outlet, by September 1, 1948. This 
supersedes an earlier announced 
plan to be in operation by the 
end of this year, 
The speeding up of the plan 
for the Chicago station is keyed 
directly to NBc’s desire to provide 
network program service to mid- 
west audiences through its affili- 
ates, three of whom are already 
on the air: Wro-tv (Milwaukee) ; 
Ksp-rv (St. and Wwy-tv 
(Detroit) . 


Louis) : 


FRED ROCKET 


NEWS OF PRODUCERS 


sill Betts to Bowman Films 

@ Bill Betts, former motion pic- 
ture and slidefilm producer with 
Photo & Sound, Inc., San Fran- 
cisco, has joined Bowman Films, 
Inc., as an account man, 
and producer. 


writer 


Prior to the war Betts was a 
writer with the Jam Handy Or- 
ganization in their Detroit and 
Dayton offices. 


Frank Donovan Checks Color 

in Field Research Project 

@ Frank Donovan, producer of 
Flight To The Sun, (reviewed in 
the March Business SCREEN), has 
reported that as a result of some 
experimentation 
into “average” 


and research 
screening condi- 
tions in the field, he is printing all 
release color prints several degrees 
lighter than normal. 

Donovan declares that a film 
printed for ideal conditions — 
proper combination of lamp watt- 
age, screen to projector distance, 
properly darkened room, and type 
of screen—is usually at a disad- 
vantage in an average screening. 

Against the disadvantage ol 
color differences produced in a 
lighter print, Donovan matches 
the dirty blues and browns of a 
good print screened on an old 
sheet or plaster wall, and finds in 
favor of a brighter than average 
print. 


Walter Lantz Productions 

Completing New Dextrose Film 
@ Watctrer LANTZ PRODUCTIONS. 
Hollywood, is nearing completion 
of an animated film on dextrose 
for the Corn Propucts REFINING 
Co. The picture will be sales-edu- 
cational on the 
sugar, dextrose in particular, in 
the diet. 
recently 


importance of 


Phe Lantz company has 
completed animation 


sections for other sponsors, 








The glowing 
picture 
of health 


; ee Is THE WAY to sell people on 
vour product: show them all the 


things it will do—directly and indi- 
rectly — for them. 


But isn’t this hard 
films ... no! 


to do? With 


You have pictures... plus color 


plus motion... plus sound. Everything 


e a 
Busi ness tee { ms —another important function of photography 


To create real demand 


for your product, picture 


its promise... with films 


needed to explore and explain your 
product’s promise 


graphically, 


All this vou know, of course. And 
knowing it, 


. whatever it is 


colorfully, convincingly. 


you may be considering 
the idea of using the film medium to 
dramatize vour sales story 


If you are, take the next step. Con- 


sult a commercial producer. With the 
been made 
in produ tion, projection, and di tribu 


tion technies in the iast few vears, | 


great advances that have 


i¢ 
can now he 1) 


ou do things with films 
that have 


nevel been possibli bef 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 
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EVIDENCE 


Your product, your activities, your policies, your 


company, your industry are always on trial. 
Always there is the need to present evidence. 


The story you tell and the way you tell it is under the 
judicial scrutiny of stockholder, retailer, customer or 


employ ee. 


Motion picture or other visual presentations prepared 
with talent and in the light of long professional experi- 
ence can determine what happens to you at the bar of 
critical public opinion. 


7éE JAM HANDY: 
Ogansgélitr 


To present evidence 
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